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50c Per Copy $8.00 a Year 



The Alka-Seltzer story: 
19 years of air success— p. 25 






... the story of 
WLS and the 

1,235,734 BOX TOPS 



Back in 1936, Little Crow Milling Company called on WLS to perform what seemed to be a most 

difficult task. They wanted to introiiuce atfie^ kind of cereal, Coco-Wheats, 
to Midwest homes. What made the task seem s© iJifficult was: \ 

....... ^ 



1. Not a single salesman was to be used^ \ 

2. Not a single package of Coco-Wheats Ayas in^the area. 

\ \ \ 

3* Not a single buyer in the area haB been called on. 

Some said it couldn't be done ... it was expecting too mue|i't)f e^^en the recognized great power of 
radio and WLS. But it worked. Radio's ever magic touch created ^lesire,, and turned that desire into actionl 
WLS listeners were sold Coco-Wheats . . . demanded it of their merchants . . . se\t box tops to the station. 
Through 1950, WLS has received 1,23.5,734 box tops for this orie account! Today, toC^-Wheats 

is well known and solidly entrenched throughout the Middlewest. WLS listener-r\sponse then 
and each and every year since is proof that WLS advertising produces volume sales. 
This is but one example of the continuing effectiveness of WLS in building product 
acceptance ... an effectiveness predicated on knowledge of and adherence 
to listeners' interest in their day to day business and home life in city or on farm. 
That builds listener loyalty — and listener loyalty is the substance 

of successful radio advertising. 
For detailed information on how radio's ever magic touch can sell for 
you, contact your John Blair man, or write WLS today. 



r 




890 KILOCYCLES, 50,000 WATTS, AMERICAN AFFILIATE. REPRESENTED BY JOHN BLAIR 




BILL RYAN SELECTION FOR BAB PRESIDENCY WELCOM ED— Practical broadcaster and 
able administrator William B. Ryan's appointment as head of proposed million- 
dollar Broadcast Advertising Bureau came as surprise to most of trade. Shift from 
general managership of NAB hadn't been expected; but now consensus is that Ryan's 
high standards, administrative skill, and radio knowhow make him ideal choice to 
head unit that will tell man that foots the bill what he needs to know about 
medium. If reorganized BAB reaches scope of ANPA Bureau of Advertising, some 100 
people will be on job. 

RADIO'S BAD YEAR 5.4% TO COOP — Year-end 1950 radio estimates by NAB's statis- 
tician Dr. Ken Baker show medium ahead of preceding year by 5.4%. Only networks, 
with 3.3% decline, suffered. National spot showed thumping 11.4% increase; re- 
gional networks 8.4% increase; local retail 7.8% increase. Indications are that 
spot will soar in 1951. 

DO TV SIGNALS TRAVEL FARTHER IN CA L IFORNI A?— KTTV , Los Angeles, reports that 
station's programs are published by The Fresno Bee (216 air miles from LA), The 
Bakersfield Californian (119 air miles from LA), San Diego Evening Tribune (112 
air miles from LA), Santa-Barbara News-Press (92 air miles from LA). Conclusion 
is that newspapers have plenty of evidence that station signal is received in their 
areas — that dimensions of good TV coverage are often more than 40 to 50 mile 
radius generally credited. 



WHAT ADVERTISERS WANT FROM RADIO — That comprehensive Free & Peters survey on 
radio news, just out, was made maixily to give Esso facts about its 5-minute news- 
casts » Esso had dropped some shows in TV markets last spring when F & P took bull 
by horns and hired Pulse to do thorough-going study in 7 markets. Results show 
radio preferred over all other media for news, radio outranking newspapers by 
38%, TV by 268%. Esso agency, Marschalk & Pratt, worked with F & P on study, is 
pleased with new facts uncovered. Said an agency spokesman: "This is kind of 
thing radio should do much more often. " 

ZIV SPENDING $12,000 PER SHO W FOR NEW BOG ART -B AC ALL SERIES— Tip of f that spot 
radio business is expected to continue at present up-spiralling rate is Fredric 
W. Ziv decision to launch new adventure series, with Humphrey Bogart , Lauren 
Bacall co-starred. Otherwise, Ziv wouldn't put $12,000 in production costs into 
each half hour show. Bogarts get minimum fee, plus royalty, are expected to 
realize $5,000 weekly during first year. Budget for script is set at $1,000 per 
program, high for an adventure series. 
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REPORT TO SPOi^SOR for IS January 1951 

'I DREAMT I WENT SHOPPI NG IN MY MAIDSN FORM BRA' DUE ON TV— That arresting 
series of Maiden Form magazine ads is dU3 for conversion into TV commercials with 
live models. William Weintraub, Maiden Form agency, has the tough job of recre- 
ating delicate fantasy of printed ads on TV. Maiden Form models will do their 
dreaming on "Faith Baldwin Show" (Saturday, 11-11:30 a.m.), which firm will bank- 
roll every other week on approximately 50 ABC-TV stations; alternate week is 
optioned to another Weintraub client. Exquisite Form, which was first to use live 
bra models (SPONSOR, 4 December), recently dropped its show ("Robbins' Nest," 
ABC-TV) . 

SHADES OF 1890 — Said public relations chief of top national food firm to a SPONSOR 
researcher: "Huh, advertising. It's just puffery." The punch line: his is firm 
built by advertising (and heavy on air). Don't the Ad boys talk to the public 
relations department? i^^M-'^'i'A 

CARLINC'S RED CAP ALE MAKES FIRST NET BUY — Merchandising possibilities of net 
sports show attracted Carling's Red Cap Ale when it bought 15-minute Mutual 
sportscast from Hialeah and Gulf Stream parks, starting 20 January for 13 weeks. 
Racing stanza will be carried on 250 to 300 stations tailored to Carling's dis- 
tribution pattern. In studying move, Benton & Bowles execs discovered horse rac- 
ing drew more attendance last year than major league baseball. 

TV HELP-WANTED ADS OUT-PULL NEWSPAPERS JN CLEVEL AND — In highly industri- 
alized Cleveland, manpower squeeze has already set in. Traditional want ads in 
newspapers have failed to pull inquiries from specialized technicians. But 3 in- 
dustrial firms now seeking help via WXEL programs are pulling inquiries by dozens. 
Cleveland Pneumatic Tube, Cadillac Tank Plant, National Screw use 15-minute 
shows (news, sports) with help-wanted notices as commercials. 

CROSBY FILMS SIGN WITH NEW DISTRIBUTIO N CROUP — United Television Programs 
has signed exclusive distribution contract with Bing Crosby TV films. United was 
formed recently by Edward Petry, Standard Radio Transcriptions, and Century 
Artists to provide nationwide TV film distribution. Firm's aim is to stabilize 
distribution. The Crosby TV film properties include "Fireside Theatre," now 
sponsored by Procter & Gamble (NBC-TV). "Fireside" is available to advertisers 
for first showings in some markets, second showings in others, including New York. 
United provides for TV national spot program facilities missing for radio. 

DR^DUMONT LAUDED FOR R OLE I N EXCES S-PROFITS LEGI SLATION— New York Scripps- 
Howard outlet, World-Telegram and Sun, praised Dr. Allen B. DuMont for his role 
in getting better break for "growth" companies in excess profits law passed by 
81st Congress. Dr. DuMont headed National Conference of Growth Companies, sub- 
mitted proposals to law makers in legislative form, at their request. 

TREND TO NEWS SPONSOR SHIP CONTINUES — Two widely different stories in this issue 
of SPONSOR uncovered evidence of continuing trend to radio news sponsorship. 
"Bar candy on the air," (page 38) underlines trend with account of Peter Paul's 
expanded spot news schedule. "Radio's return to normalcy" (page 34) tells how 
Bab-0 has dropped two dramatic shows to go into a TV series and AM news. 
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ClMME A DOZEN OF 
THE BLACK ORCHIDS/ 




JT lowers, frozen foods or furniture, our 
Red River Valley farmers can afford to buy 
anything they want, because tbeir Effective 
Buyinp; Income is far above the national 



WDAY, Fargo, is 'way above tlie national 
average as a radio buy, too. Fargo-Moorliea<l 
Hoopers sbow that for Total Rated Periods 
(Deo. '49-Apr. '50) WDAY got a 63.5% Share 



of Aiidipnce, as against only 16.0% for Sta- 
tion B! A 1950 survey by students at North 
Dakota Agricultural College proves that 
fFDAY is tlie 17-to-l favorite among rural 
families in the 22-oounty area studied — the 
3-to-l favorite over all other stations ooin- 
bined ! 

Let us or Free & Peters give you all the dope. 
It's really something! 





FARGO, N. D. 

NBC • 970 KILOCYCLES • 5000 WATTS 

FREE & PETERS, INC., Exclusive National Hepresrntativeji 
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ARTICLES 



DEPARTMENTS 



The /Xlktt-Seltzer story 

In darkest depression days, Miles Laboratories turned to radio with rural- 
type shows. Now they're among top 10 national sponsors 



ifEeCauH-Erieksott starts with research 

Agency has team of top names in research to guide its efforts. A close- 
up of the way the research department works, the people, their tools 



TUttair learns froni Tout 

Hair coloring product Is sweeping nation, changing women s prejudices 
against home dyeing. Radio/TV shows are spearhead 



Spot profiraittUtfi report: Miisie libraries 

A long roster of local sponsors use music library programs; but national 
and regional advertisers neglect them despite many advantages 



Tfif*i/^i*<* eotttiufi baeli to radio 

Sponsors are assuming a more realistic attitude toward radio and TV as 
teamwork media. War is one important factor In attitude change 



Cattdfi on the air 

Materials cost increases are squeezing confectionery manufacturers, but 
advertising continues at a fast pace and radio/TV use spirals 



COMING 



Itaiflinte television 

To cover what may be 195 1 's most important TV trend, SPONSOR Is 
readying a complete report on the status and outlook for daytime TV 



iVc'icv on radio 

What are the best times? What variations on the standard news program 
are possible? In this roundup, SPONSOR will include tips to advertisers 
contemplating use of news shows 



Uearinff aitis on the (lir 

Beltone, other hearing aid manufacturers, are turning to radio. Their 
strategy and programing approach will be featured 
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MEN, MONEY & MOTIVES 

NEW AND RENEW 

MR. SPONSOR: GERALD LIGHT 

P. S. 

QUERIES 

RADIO RESULTS 

MR. SPONSOR ASKS 

ROUNDUP 

TOOLS (BROCHURES) AVAILABLE 
SPONSOR SPEAKS 
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18 
21 
22 
40 
42 
44 
71 
72 




COVER: From 1933-1946 WLS "National 
Barn Dance" was mainstay of Miles Labora- 
tories air ventures. Emphasis now switched to 
broader audience base (see story, page 25). 

Editor & P resident: Norman R. Glenn 

Secretary-Treasurer: Elaine Couper Glenn 

Managing Editor: Miles David 

Senior Editor: Erik H. Arctander 

Assistant Editors: Fred Blrnbaum, Arnold Al- 
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Advertising Department; Kay Brown (Chicago 
Manager), Edwin D. Cooper (West Coast 
Manager), George Weiss (Southern Rep- 
resentative), John A. Kovchok (Production 
Manager), Edna Yergin, Douglas Graham 

Vice-President — Business Manager: Bernard 
Plaft 

Circulation Department: Evelyn Satz [Sub- 
scription Manager), Emily Cutlllo, Joseph- 
ine Villanti 
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ITS EASY . 
WHEN TOU 
KNOW 





14.9% 



SHREVEPORT SHARE OF AUDIENCE 
Weekday Afternoons Dec. '49 — Apr. '50 




KWKH is the outstanding radio buy in the rich tri-state 
market around Shrevepott. Hoopers and BMB figures 
prove it. 

The pie chart above shows KWKH's Hooper Weekday 
Afternoon superiority in Shreveport. KWKH's Share 
.of Audience Is 36.2% greater than the next station. On 
Weekday Mornings it's 101.8% greater — ou Weekday 
Evenings, 81.5% greater! 

But KWKH with 50,000 watts goes on and on and on, 
beyond Shreveport. KWKH pulls a Daytime BMB 
audience of 303,230 families in 87 Louisiana, Arkansas 
and Texas counties. 227,701 of these families are "aver- 
age daily listeners." 

Yes, KWKH's Know-How really pays off. Let us send 
you all the proof. 



50,000 Watts • CBS 




KWKH DAYTIME 
BMB COUNTIES 



Study No. 2 — Spring, 1949 



KWKH 



SHREVEPQRT f LdUISJANA 



The Branham Company 
Representatives 

Henry Clay, General Manager 



Ar leans AS 



DUR BOY S 

TOPS 

IN THE 

UNITED STATES! 




"KING OF THE DISC JOCKEYS" 

George Sanders, receives "Movie Stars 
Parade" award from lovely Kathryn 
Grayson on set of MGM's "Grounds 
for Marriage." 

NATIONAL MAGAZINE AWARD 
MAKES SANDERS 1951 CHAMP 
AMONG COMPETING 1500 

Polling over 25,000 votes, George 
Sanders wins silver trophy, cash and 
the privilege of presenting a $300 tele- 
vision set to the veteran's hospital of 
his choice. KFVD feels the contest 
proves a striking demonstration of 
extensive, listenable niglit-titne cov- 
erage, as well as a beautiful tribute 
to the 

miEIVSE LOYALTY 

OF 

LISTEIVERS 

TO 

"SPADECOOLEYTIME" 

AND 

"DREAMTIME" 
ON 
1020 kc 




LOS ANGELES 




Recently in his Los Angeles retirement. Joseph N. Weber passed 
on. aged 81. Ohituaries reminded admen, if they slowed dowTi long 
enough to read them, that Weber had been co-founder, in 1896. with 
one Owen Miller of the American Federation of Musicians. Weber 
was president for 40 years, or until 1940 when he was succeeded by 
the more famous and colorful James C. Petrillo. Thus two men oidy 
have dominated the union for a full half century. 

As often happens when a man dies 10 years or longer after he has 
ceased directly to influence events, the hare story ga\e little hint of 
the power Weber once exercised, or of his problems, or his philos- 
ophy. A mellow elder statesman in his later days compared with 
rough-tough Petrillo from rough-tough Chicago. Weber had a single- 
track interest in one thing: jobs for musicians. He fought the con- 
stricting noose of technological unemployment. And just here, in 
the history of the AFM. the sponsor of today gets some clue, realis- 
tically, to the attitude of the television unions. 

* * * 

Of course, it is no responsibility of advertisers that musicians find 
fewer jobs and that some of them are, in sober truth and no gag, 
barliers on the side. But it's not to be expected that the union will 
be equally casual. Again and again in his time, Weber faced the 
challenge of some new "mechanization"' of entertainment. He seldom 
liked what he saw. There was, of course, no staying the march of 
invention. First came the gramophone. Then the movies. Then the 
radio. Then the improved electrical phonograph. Then the talkies 
with a sound track that provided its own musical accompaniment. 
All this in less than half a century. And at the climax, TV. 

But greater than any of the inventions, or all of them, was the 
pheTionienoii of advertising sponsorship. Here for the first time gags 
and skits, hoofing and slight-of-hand existed not for entertainment's 
sake alone, but merchandising's. 

* * * 

Weber didn't like these changes and probal)ly nobody of his gen- 
eration and attitude could really like a show business harnessed to 
packaged desserts, patented hair-goo or demulcent, slow-burning 
cigarettes for the T-zone. ^either Weber, nor an) body else, foresau 
in the horse-drawn medicine show caravans of 1900 the fuiure union 
of music and remedies, nor anticipated the craz) days a cjuarler 
century later when radio should be known among the wags as '"the 
medicine show with chimes.*" 

The oUI show business travelled. That was a < hief characteristic. 
Stars and their companies came by train. Tent shows were trucked 
in. Show boats came paddling down the inland streams. It was .i 
scattered and intensely private kind of private enterprise with a high 
mortality rate. Strandings were connnon. ethics unusual, uncertaint) 
and gamble universal. But virile it was, and more loved than today's 
show business of fixed address. 

( Please limi to pa^e 46 I 
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Mid-America Looks to KCMO 
for On-tlie-Spot Farm Market Reports 




• ONE Station 

• ONE Rate Card 

• ONE Spot on the dial 

• ONE Set of call letters 



Am7 



Gospel in the rich Mid-America farm area are the daily broadcasts, direct 
from the Kansas City Livestock Exchange, by Bruce Davies, KCMO's 
ace Farm Market Reporter, and Associate Agriculture Director. 

Monday through Saturday, Bruce Davies is on the air . . . with his 
Market Summary at 6:45 AM, Livestock Markets at 12:40 PM, and Grain 
and Produce Markets at 12:50 PM. These market reports plus farm news 
and analysis by Jack Jackson, KCMO's Agriculture Direaor, make 

the first radio farm service in Mid-America. 

Active in the Future Farmers of America and the 4-H, Bruce Davies 
judges many livestock contests and speaks the language of the farmer as he 
daily works with them from his vantage point in the stockyards. 

Bruce Davies' reports are now available. Ask the Katz man 
for details or call, write or wire KCMO. 



50,000 WATTS Day tittle 

810 KC. 10,000 ]FATTS Night 



KANSAS CITY 6, MISSOURI 



National Representative: 
The Katz Agency 
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KGW 

WHICH GIVES THE ADVERTISER 
COMPREHENSIVE COVERAGE 



ifi the OReCOHlMARHEU 



BROADCAST MEASUREMENT 
BUREAU SURVEYS PROVE 

KGW's LEADERSHIP 

Actual engineering tests have proved that KGW's efficient 
620 frequency provides a greater coverage area and 
reaches more radio families than any other Portland 
radio station regardless of pover. BMB surveys bear 
out this fact. KGW is beamed to cover the population 
concentration of Oregon's Willamette Valley and South- 
western Washington, 

TOTAL BMB FAMILIES 
(From 1949 BMB Survey) 



More than a century of development and growth has brought 
Forest Grove to a leading place in Oregon's economic and cultural 
scheme. Abundant natural resources, stable business and agricul- 
tural activity offer a rich market completely within the Compre- 
hensive Coverage of KGW. A recent Tour-Test, sponsored by 
KGW with the cooperation of the Oregon State Motor Associa- 
tion, proves the dominance of KGW in this market. The test was 
witnessed by Walter C. Giersbach, president of Forest Grove's 
Pacific University. He is pictured in front of the original campus 
building, a 100-year-old structure built of enduring western wood, 
the oldest building west of the Mississippi to remain in continuous 
use for educational purposes. Forest Grove, wealthy in economy 
and tradition, is yours through Comprehensive Coverage of KGW. 





DAYTIME 




KGW 




350,030 


Station 


B 


337,330 


Station 


C 


295,470 


Statiori 


D 


192,630 


NIGHTTIME 




KGW 




367,370 


Station 


B 


350,820 


Station 


C 


307,970 


Station 


D 


205,440 



This chart, compiled from offi* 
cial. half-milivolt contour maps 
filed with the FCC in Washing 
ton, DC, or from field intensity 
surveys, tells the Story of KGW's 
COMPREHENSIVE COVER- 
AGE of the fastest-growing mar- 
ket in the nation. 



PORTLAND, OREGON 

ON THE EFFICIENT 620 FREQUENCY 



SENTED NATIONALLY BY EDWARD PETRY & CO, 



TO 



SPONSOR 




New and renen^ 



i 
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Numbers after names 
refer +o category of 
listing on this page 

Richard Diamond(l) 
Mr. Blandings (I ) 
Ma Perkins (2) 
C. Collingwood [2j 
Halls of Ivy (2) 



SPONSOR 


AGENCY NO. 


OF NET STATIONS 


PROGRAM, time, start, duration 


H. 1 . Itulihitt liir 


\\'iniaiii W'<- intra nil 


>II1S 




N.w.;; M.I.- l():2.», 1 1 ::;.■>. l'2:'2rt. 2:'2rt, .i-.Zrt. 
1 :2.> (5-iitiii, ft liiiM-v d.iily ) ; I Juii; %'2 >^Us 


Ityiiiurt 


X l*r«'>*Iir«*y 


<:iis 


1 17 


lUiiintiii-<l ; Silt 1 1 ;.'10-iiooti ; 21) laii; .S2 m kri 


Kexall l)rii;!£ Cu 




CHS 


180 


Anios "n VihIj ; Sun "i.lO-H piii; 7 Jaii? ^'2 i*k- 


It . J. Rc\ nulH^ Tohuri'u 


\\ tlliani Esty 


aim: 




l{i>-li.ir<l DiaiiiuiKl, l'ri\iitf .-live ; F 8-8:30 


Co 








pin; ly Jan; .'>2 \«k.. 


S o n*» lone < lo rp 


l.l«>«l. riiesHT X Oil- 




T3 


f^alcn l>rake; Sat 2:3<t-l.> pin; 6 Jaii; 16 t^ki. 


Trans W'«irKI Vtriinf 


KUDO 


M;r 


Ol 


Mr. Il!un<lini:^; Snn :.3<l-(i pin; 21 Jan; wks 


U. S. Army Kvt'rnii iii<: 


< i r "a n 1 


Mils 




The Stiatlot* ; Siifi .')-5:.'l<l |iiii; 7 Jan 



2. Ketivweil «ii Itudio Networks 



SPONSOR 



AGENCY 



NO. OF NET STATIONS 



PROGRAM, time, start, duration 



Campana Sale^ Co 


VS'iil|ji**e-F€Tr\ -llaiily 


CIIS 


181 


Colgate-Paliiioli^ <*-l*4Tl < it 


IV.I B:tle> 


NBC 




Colpate-Paliiinlivr-l'cet Ctv 


Ted Bates 


MlC 


1 1.*; 


Ferry-Mursi' S«'Cil Cu 


^lacManns, John i'C 


CHS 


1 8:t 




Adaiii«i 






>letropolitaii Life Insur- 


^'oiiiif; K Kuliicaiii 


CHS 


2<> 


ance Co 








Procter Cainlile Co 


llciiton X Bo\«Ie^ 


CHS 


It.-; 


Procter & Gamble C<» 


Conipton 


CHS 


1 1<> 


Procter & Caiiilile Co 


l>aneer.-|-*itzscralll- 


CHS 


1 18 




Saliiple 






Procter A. <Faiiil>le Co 


Compt4iii 


CBS 


131 


Procter A <»aitthle Co 


Coitiploii 


CBS 


1 19 


Procter <vanihle Co 


(!4»inptoii 


CHS 


1 1)9 


Quaker Oats <'o 


Needhaui, Louis X 


CHS 


37 




llroniv 






<Juak<T Oats Co 


Needhaili. Louts »!C 


CHS 


18 




Brorliy 






U. J. Ueynolcl<> I'obaet.u 
Co 


AX ;l!i:illl i'Nir 


N H( 


W>1 


Ri. hli. ltl (Ml Corp ol . 


Mor(.y, llunini X John- 


CBS 


.1 1 




sitini: 






Kiehfield Oil Corp of N.V. 


^lorey, lluiiiin & John- 


CHS 


:!■» 




stone 






Sehlitz Bre^iiic Co 


^ ouii^ X Riihicaiii 


iNHC 


1 70 


Sun Oil Co 


Hewitt, <>gil\y, Benson 


MIC 


34 



& Mather 



Hill Shadel and llir Neus; Sat 11-11 tO.! am; 27 
Jan; ?t'2 wks 

Sports ?>eKsreel; I' 10:3<>-'l.'; pin; 7> Jan; 7t2 wks 
Iteiiiiis l»a> ; S:.l ">:;t(».l(» pin; (, Jan; 52 wks 
C.ardrii f;ate; Sat •»: I.'>-1() piii ; 17 Teh; I I wks 

AMnn Jacksnii anil the .Ve\*s; >1-F 0-6 : 1 .'> pni; 
1 J.in; S'2 M ks 

Koseiuary ; M-l'* ll:45-no«in; 1 Jan; .>2 wks 

Big Sister; M-F 1-1:1.'; pm ; 1 Jan; S2 wks 

^la Perkhis; M-F Iil.S-St) pm; 1 Jan; 52 wks 

\oiiii^ Doctor Mnloiie; M-l' 1:30-4.5 pin; 1 Jan; 
52 xks 

Ciiidine; Lfpht: M-F 1:15.2 pm ; I Jan; 52 wks 
llrl$:hl<.r llay : .M-F 2:45-3 pin; I Jan; 52 wks 
Crady <'ole anil the Johnson rainily; >l, Vi*, F 
2-2:13 pin; 15 Jan; .'>2 wks 

Lou Childrrth; 1", Tli 2-2:15 pin; 15 Jjii; 52 
wk* 

<;rantl Ole Opry; S.nt lOi.'tO-ll pin; 6 Jan; 52 
wk!i 

Larry Lesiirnr; 6:1.5-7 pni ; 6 Jan; ,52 \* ks 

Charles Colliii^w ooti ; Sun 12:45-1 pm ; 7 Jan; 
52 wks 

Halls of l^y; W «.8:30 pm ; 3 Jan; 26 wks 

Sunoco Three -Star Extra; M-F 6:1,5-7 piii; 1.5 
Jan; .52 wks 



Seiv i\'uttouul Spot Itatlio Businoss 



SPONSOR 


PRODUCT 


AGENCY 


STATIONS-MARKET 


CAMPAIGN, start, duration 


llurp- Warjior Corp 


Nor|j «■ <1 iv 


J, \^'altcr Thompson 

(Ohi.» 


47 non-TV niktic 


Annrnit»., part tr ; 1 .> Jan : 21 
wk^ 


<;erl»or Pro<lu«*i>i <1o 


Italiy foods 


F-Mleral ( N.V.) 


\X 1 HE, IniliniiupolU 


Annciiits; IS Jan; 13 **ks 


Griffin Mlp Ca^ 


Shoe polish 


IScrniin^ham, Ca.stlc- 
man & Pierre 
(N.Y.) 


Southrrn iiikt»' 


jVnnmits; 2** Jan 


Le\**r llrollit-rs C«i 


Kiiiso 


Kiithraufl' & Kvan 
N.V.) 




..^.iinrnits; 2** Jaii ; 7 wks 


L**\* is Food Co 


l>r. Il«>-s dos, ral 
f o«m1-* 


Kockett-Laurilzeii 
<L. A.) 


Don Li-f vftiv 


3<t.niht traiiso &h«i\t ; 1- Jan; 
.^2 \4 k<( 


>letropoltt an Ltf<* 1 ■■- 
.surance Cn 


Life iirsnranoe 


Voling & Riiliicani 


6 CB.S l»a«* titttfi 


1 S-niin nc>* s ; 1 Jan ; 52 v» ks 


Stan<lard (til of In- 
diana 


R<m1 Cro*»n ga"**- 
line 


McCanii-Erickson 
(Chi.) 


12 »itn»^; 1>rtro)t. Mil. 
v» auk re 


Anncnits ; Juii ( ciii ire month ) 


Slerliiip Dri»s 1 


ll.Tvcr aspirin 


Danrer-Fitzprrald- 
.Sample (N.V.) 


1 1 major mkt<< 


1 -nun annciiits ; ] 3 Jan ; 
^ks 



• In next issue: New and Renewed on Television (Network and Spot); 
Station Representation Changes; Advertising Agency Personnel Changes 
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4. \iUional Broadcast Sales Executives 



NAME 




FORMER AFFILIATION 


NEW AFFILIATION 


.U*hn II. Mti^oii 




fay lor- How e-Snow den Kadio Sal***, N.^*., vp 


I*aul II. Raymer Co, iN,'^'., aeet exee 


Sprnecr llentle\ 




Harry G<io<liiian. N.^ «.ls exee 


W HAjV, Chai i^'ston, gen nifcr 


John li*A iiiinio 




AMC, N.V., network sl:^ 


W Clt.S, N.V,, aeet exec 


L. Arthur llauihfiii 




F. J Rinaud Co, N.V. 


WOK, N.V., .Tret exec 


fir urge liivt rioli 




Radiolinie Iiie, Gin., ^eii nif;r 


.\CG Sp«it Sales, -\.^„ aeet exee 


ClifTord 11. GUck 




W>E\V, \.V., sis 


W EAT, Lake \^ orlh, Fla., *ls mgr 


Jo^opli (roud fellow 




\« NRC, N.V., aeet exec 


N IIG Spot Sales, N ,, aeet exee 


1 honias \ . Gorrnan 




Vidro-Matic Co, N.V. 


WOR, \.V., aeet exee 


Howard L. <fOssa^e 




Rirli.ir<l Me!tzer, .S.F., ;icet exee 


KGBS, S.F., sis prom mgr 


A.lfre<l N. <;reenber(sr 




WOV. \.Y. 


WSGN, Birni.. sis prom dir 


Ce«rt;e J. Ili4:i£:ins 




WISH* liidi;iiiapolis. inpr 


K>1BG-KFKM, K. C., Mo., sis \p 


F.d lloelihausrr Jr 




Transcription Sales, N.^ \'p 


A*S4»eialiMl Program Service, N.V., aeet exee 


Harold P. Kane 




WJX\, Jamestown, e\ee 


WJOG, Janie.st <»wn, sis vp 


Ralph F. McK innir 




Paul 11. Uay nier (!o, N.^ aeet exec 


Same, els nipr charfje of N.V, ofiiee 


<rharle3 F*ralt 




WA \F, riii., sis prom <lir 


\V<HUrV, N.V., aeet exec 


Vithur C. Schofu-M 




IhiMont, ilir adv, t-ls prom 


Pan 1 H. Raymer Go, \.Y hea<I sis researeh, prom 


5. Sponsor l^ersonnel Chanffes 


NAME 




FORMER AFFILIATION 


NEW AFFILIATION 


Howard M. (Thapiii 




1>eiieral Foods <!orp, N.^"., oorp adv dir 


Same, marketing nigr ( Birds E\e di\ ) 


Ualph J. Cordiiicr 




(iteneral Elect rie i ^o. Srhen.. exee vp 


Same, pros 


W . E. IIei»p<*^ 




Grayhar Flcetri'** <'o, \.\ 3s*it to pres 


Sam*-, vp 


Kolx-rt J. keith 




Pill aim ry Mills Ii»e, Mnpls.. adv. puh rel di'r 


Sanie, vp 


Henry \. I.inct 




Universal- Internet ional Plet nres, JV. V., east- 


Same, sis prom nigr 






ern adv mjrr 




Howard ,M. l/ist 




Kcllosg: Go, Battle Greek, a-^st ailv nijzr 


Same, adv mgr 


jo'.rph P. McKoow n 




Kroner Go, GiiK^innal j, prom asst 


Grneii Waleh Go, Cineinnati, ret ail-proili a*^st 


Ah«" Rcrnfi i ld 




Si \ e Rosenfiel<l, Giiicinnati. partner 


Wei ell Grape Jniee Go, W"et^tfield, N.V., adv mgr 


Kohert K. KuuUlon 




It. F. >t iirle\ ani Go. \. V,, exec 


Air King Products Go, IlkUn., asst tu pres 


6. i\'ew Asgenvy Ap}mintments 


SPONSOR PRODUCT (o-- ; 


ervice ) AGENCY 


V prated Pr«<liirt«i Co, 


L. A 


Instant Whip whipped 


creain Davis & Go, L, A. 


All AiiiiTiraii \ir\>-ays 


liie. 


\\ asli. Virlin*' 


Biieliaii^n & Go, . 


Vn^onia !>i' l.n\o Shops I no, ?s.\ . Uetai! shoe ehain 


I-.aiie, N.V. 


Ardiiinre Products Go 


, Aid 


more. Pa. Sanitary hardw arc 


Shaw & Sehreiber, Phila. 


Bnrck M Sj< \ riis, Ilridseport Home Pri*lc hrrad 


A. l.cwiii Go, N.V. 


Itllllnck^s 1 >4i w lit ow 11, 


K. A. 


Speeijdty store 


Foote, G«Mie & BvUling, 1.. A. 


L'urlin«tu;i I'rewinjE ( 


o. Hurl ill" ton. Wis. \'an >lfrritt hcer 


Kaufman I'i A ssoe, Ghi. 


Colonial Airlines Ine, 




A irline 


^!oIlroe Greenthal Go, N.V. 


E. J. fto>>niaii Co. 


^ttsh 


Wild West toys 


John R. G. W illiams, Pittsh. 






I-isImt Not X (.hoeoliiU' Co, St. Paul 
t> I adding, M< Bean ^ Go, L. A . 
S. \. (^r jliain Go. Ghi. 
1 1 ale I'rol hers. S.F. 

E I iid-oii Produrts dt. Long Beaeli, Gal if . 
11 y grade Food Products Gorp, Oetroit 

Internet ;oMal K\ crgrecii Playground A ssoe i at ion, 
Seattle 

Knotlie Brothers Go, N.V. 

Life Gasualt y I n-nrancc Go of Tennessee, 

Nasli\illr 
M ilw a^ke(^ l*"ile Go, Milwaukee 
N at in II a 1 Sky Coach, S.l'. 
N;itiiral Heaith Prwduet*' (.o, Sarasota 
<*I-Thyini!' Medieiiic W ;(rreii, O. 

I hi h artii'»nie Radio ^ 'I'eltM ivion ( ^orp. New 

IJriinswiek. N". J. 
Itnxd^h* I •!> tiding Products Gorp, \. V. 
Seamprufe liir, N.V. 
Spriii;; (>ardcii Institiiti*, Phi la. 
Sla Products Gorp, niikland 
"I riaiicle Lahortitory, CliL 
L'l iea-I)ii\hak C'orp. L I i* a 



Sal ted -in -t he-She! 1 |>eaniits 
Franciscan dinm-rx-. are 
R<dl.\-Painter 
Hepar' in cut Stores 
Sleep-Fz<* sedat ive 
Meat packers 

Ass<teiatioii 

Pajamas aii<I belts 
Life insurance 

Li'l Sharpy files 
Noiisehediile<I airline 
Marvli/er litpicf y iiig maeh iii<* 
A\ol(' ^kitl preparation 
Mann f acturor 

Prcf ahri< at c<I walllMtard prodiict.s 
IIo!,i<-ry 

Tcdiiiii'al stdiool 
Sia-Bo.K for flower.^ 
Rid>X rotlcnt iei<le. 
Spnrf-iiienV clothing 



Firest one-Good 111 an, Miipls. 
W'e>-t-Marqiiis, L. A. 
\Ta!ters & lleekiiiger. Ghi. 
MeCaiiii-Frick-oii, S. F. 
Frwiii, W asey Co, L. A. 



Brooke, Smith, I 

Df-troit 
J.inie<i Lo\ iek it 



'reiieh \. I >orraiie»s 



('o, \'ane«u\ er 



I lirshoii-Garfield, N .V. 

L. W. Konsh Go, Nash\ille 

Louise Mark & Assoc, Milwaukee 
\ an Slyck. S. F. 

llonck c^: Go <if Flori<Ui. ^liaiiii 
Kenneth Rader Co, N.V. 
A. I>. Adams. N.V. 

Hilton ilw Itigcio. N*.) . 
Bert Goldsmith, N.V. 
<;ray & RoK<*rs, Phila. 
Jcweli. Oakland 
M. M, Fisher, ( hi. 
Harlow . Syracuse 




Numbers affer namss 
refer to category of 
listing on this page 

Dan. F. Gerber (3) 

John Allison (4) 

Ralph McKinnie (4) 

Howard Cha pin ( 5 ) 

Ral ph Cordiner ( 5 ) 
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makes only one resolution— 



Yes, Willie's I resolution is to keep right 
oil pulling a powerful load of sales for you 
in the Indianapolis market. 
Why don't you make a resolution to let Willie 
pull for you this coming year? 
Just contact any Free and Peters Colonel and 
ask for Willie's P. P. P.- 
* (That's Pulling Power Proof) 




OF INDIANAPOLIS 
offiiiatedwith AMERICAN BROADCASTING COMPANY 
FREE & PETERS, Nationol Repretentotivei 



\ 



EXCLUSIVE 
NATIONAL 
REPRESENTATIVES 

EAST, SOUTHEAST 

Boston-Springfield WBZ-WBZA 

Buffalo WGR 

New York WMCA 

Philadelphia KYW 

Pittsburgh KDKA 

Syracuse WFBL 

Charleston, S. C. WCSC 

Columbia, S. C. WIS 

Norfolk WGH 

Raleigh WPTF 

Roanoke WDBJ 

MIDWEST, SOUTHWEST 

Des Moines 
Davenport 
Decatur 

Duluth-Superior 
Fargo 

Fort Wayne 
Indianapolis 
Kansas City 
Louisville 

Minneapolis-St. Paul 
Omaha 
Peoria 
St. Louis 

Beaumont 
Brownsville 
Corpus Christi 
Ft. Worth-Dallas 
Houston 
San Antonio 



WHO 

woe 

WDZ 
WDSM 
WD AY 
WOWO 
WISH 
KMBCKFRM 
WAVE 
WTCN 
KFAB 
WMBD 
KSD 

' KFDM 
KVAL 
KRIS 
WBAP 
KXY2 
KTSA 



MOUNTAIN 

Albuquerque 

Boise 

Denver 

Honolulu-Hilo 
Portland, Ore. 
Seattle 



AND WEST 

KOB 
KDSH 
KVOD 
KGMB-KHBC 
KEX 
KIRO 



\ 




If you are now using radio news programs, this authoritative study will 
convince you how right you are ! 

If you have never used radio news, it will open your eyes to the spectacular 
possibilities of this proven medium. 

The Pulse Survey was made in seven representative markets — 
in both urban and surrounding communities of each— in markets 
with and without television outlets. It proves that radio is the top 
news source — that TV-receiver ownership does not materially 
reduce radio news listening— that radio news has unusually high 
sponsor identification — that radio news does sell merchandise. 

Write or telephone us now for your copy of "Radio News is Bigger Thar 
You Think". You'll agree that by producing this study. Free «& Peters has 
rendered a very distinct service to you and to the radio advertising industry 
as a whole. 



H 



REE & l^ETERS, INC 

Pioneer Radio and Television Slalion Representatives 



Siricr 1932 



NEW YORK CHICAGO 
ATLANTA DETROIT FT. WORTH HOLLYW OOH SAN I RANCLSCO 



»r.T><>ra Dodson Agf^i . ^ 
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BEST SELLER 

\ ou were one of the first publica- 
tions lo give editorial support to 
"Building Up Your Congregation." 




Pleu+hner appeared on "Welcome Travelers" 



Now the hook is a hest seller in its 
specialized field and even rated a two- 
column write-up in an issue of Time 
Magazine. 

Yi'lLLARD A. PlEUTHNER 

Vice President 

BBDO 

New York 

GRAUER COMMENTS 

1 was genuinely surprised and de- 
lighted when one of the executives at 
NBC nahbed me as I went by his office 
yesterday and showed nie his copy of 
this month's SPONSOR — ivilh my pitcher 
(and Lizabeth Scott's!) on the cover. 

1 sensed that you'd do a thorough 
job when we had our several talks be- 
fore the holidays, but just how thor- 
ough and telling 1 didn't know, until 
1 read that fine story you did about 
me. I ve already had a number of 
very favorable comments and with 
sponsor's top-drauer circulation in the 
broadcasting business. I know there'll 
he many more. So I just wanted to 
send this little note of thanks for a 
handsome plug, and admiration for an 
excellent job. 

Ben Crauer 
NBC 

New York 



LANDRY A SPONSOR REGULAR 

Your announcement that Bob Lan- 
dry's <-olumn is to a])pear regularly is 



indeed good news. When he put aside 
his editorial pen (used for another 
publication) and joined Columbia, I 
felt that the trade had lost a powerful 
voice. It's good to see his stuflf in 
print again. Our thanks to SPONSOR 
for making it possible. 

Earle G. Clement 
Sales Manager 
WBET. WBET-FM 
Brockton, Mass. 

RADIO: GUESSWORK MEDIUM 

Congratulations on your 1 January 
editorial. Unfortunately, it is a very 
true stor) . 

The broadcaster knows how produc- 
tive his station is. The question is. 
how do we prove it? C(>rtainly surveys 
to date prove little. Sure it's an excuse 
lo buy time, but is the sample a true 
indication? We know it isn t. 

When radio, through its national or- 
ganization, goes all-out on survey 
methods radio will take its true place. 
When we get those second and third 
radios in the home listed with number 
of people listening, with larger sam- 
ples, we are going in the right direc- 
tion. 

I think a national radio organization 
would find many broadcasters willing 
to carry some of the burden. 

Ralph J. Robinson 
General Manager 
WAGE 

Springfield, Mass. 

Thank you for the editorial appear- 
ing in the 1 January issue of SPONSOR. 

I think you have hit the nail right 
on tlie head and possibly this will 
wake NAB up to the fact that they 
must move and move fast. 

Willard C. Worcester 
General Manager 
WIRE 

Indianapolis 

Thanks for your editorial of 1 Jan- 
uary on Radio: guesswork medium. 
We folks out in the country have been 
watching the network and national ad- 
vertising dogfight about radio rat as 
with more academic interest than ac- 
tual. Since we have no network pro- 
grams, our observations on radio rates 
are based only on sjjot business, of 
which we have a considerable amount 
for this section of the country. 

I have never felt that the arbitrary 
rate structure of most radio stations 
on nighttime radio, i.e. doubling the 
(Please turn lo page 72) 

SPONSOR 
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LOOK WHO'S LISTENING! 



In the rich Texas Gulf Coast area the by-word 
is buy radio. There's no better way to reach so 
many people at so little cost than via the micro- 
phone. In the 71 Texas Counties and Western 
Louisiana Parishes that make up the KTRH 
BMB coverage area there are today 2,629,600 
people, a big audience getting bigger every 
day. Population-wise, the Coast is an example 
of a rocketing market and listener-wise, it's 
growing, too, as evidenced by the 11.2% hike 
in KTRH BMB families over Study No. 1. 



. AND TO WHAT 



50.000 WATT STATION! 



KTRH, of course — the leading Houston 
station in total BMB families. KTRH 
also ranks high inside Houston, Amer- 
ica's 14th market. According to the 
October-November Hooper Radio 
Audience Index, it's KTRH they're 
hearing most in three of the 
five-time-rated periods. 



KTRH 

CBS— Houston 
John Blair & Company — Nat'l Rep. 
50,000 Watts— 740 KC 



Alt sources available on request 
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KTLN 



TOOO 



DENVER 



coverage 



KTLN Denver is the most pene 
trofing independent stotlon in 
the Oreo it serves. KTLN Denver 
is listened to by 240,000 rodio 
fomilies d,oily. 

sales potential 

KTLN Denver is heord in homes 
thot spent $655,000,000 in re- 
toil soles in 1949 

year round audience 

KTLN Denver serves not only 
the creom of the Rocky Moun- 
toin oreo but the rich winter 
ond summer ploy ond vocotion 
lond. The Denver Convention 
ond Visitors Bureou reports 
trovel ond resort spending in 
Colorodo wos $211,780,000 in 
1949. 

mail and phone pull 

KTIN Denver receives hundreds 
of thousonds of letters ond 
phone colls onnuolly. Its Joe 
"Upsy Doisy" Flood progrom 
olone pulls over 4,000 phone 
colls weekly. 

results and cost 

At o cost of $672, one promo- 
tion* pulled over 4,500 re- 
sponses which in turn produced 
1,150 direct soles totoling 
$11,569. 
*clienT nome & detoils on request. 

SO 

YOUR BEST BUY IS 

M| 1000 Watts 

KILN Denver 



the independent stotion most often 
listened to by Colorodo housewives 

for availabilities wire, phone or write 

Rodio Representatives, Inc. or 

New York, Chicogo, John Buchonon 
Los Angeles, Pork Lone Hotel 

Son Froncisco Denver 



KTLN 

DENVER 



K 




Mr. S/mnsor 



Gevald Ltfihi 

Sales promotion and advertising manager 
Emerson Radio and Phonograph Corporation, N. Y. 



Gerald l-^iglit, sales promotion and advertising manager for th ■ 
Emerson Radio and Phonograpli Corporation, is selling radio and 
TV via radio and TV. 

The company spent over $6,000,000 during 1950 to maintain its 
boast that somebody buys an Emerson every five seconds. Light 
splits the ad budget equally bet\veeii national and local advertising. 

"We use all media, but favor radio and TV," says the dark, be- 
spectacled advertising manager who looks as young as his 33 years. 
"We get intense impact from TY, and radio opens a market to us 
from non-T\ users. " 

About half the company's national budget goes to TV. For 26 
weeks last y ear Emerson sponsored Toast of the Town over CBS-TV. 
This was dropped in favor of The Clock, seen over 21 stations of 
the NBC-TV network Friday, 9:30 to 10:00 p.m. Commercials are 
presented as straight demonstrations — no jingles, no animations, no 
comedy — and plug both radio and TV receivers. 

The local half of the budget goes chiefl) to radio and newspaper, 
with a small amount to spot TV. Since a major portion of this is 
expended in dealer co-op advertising, accurate figures of the media 
breakdown are not available. "We do know that a large part of this 
local budget is devoted to spot radio," says Light. 

He hinted that the company's plans for 1951 include a more in- 
tensified radio effort in all areas; probably a major campaign about 
which he couldn't tip his hand now. But he indicated that it would 
not mean a cut-back on TV advertising. 

The company expects production of radio and TV sets during 
1951 to be just half of 1950 production, at best, bales for 1950 
amounted to *75,000,000, were headed for J51 10.000.000 before the 
material shortage set in. Still sales were more than twice the 1949 
figure. Just a few days ago the company produced its 12 milliontii 
radio receiver. 

Light has been with the coni])aiiy seven jears, started as a techni- 
<'al writer in 1914. Fie was boosted to service department manager 
in 1946, and a.ssistant sales manager in 1948. Last )ear he was made 
manager of sales and advertising. The job is a long julnp from his 
]jre-inedical and engineering education at Ihiion College, but no more 
so than his first job after college — manager of a retail jewelry chain'. 
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iVetc ilevelopments on SPOISSOR stories 



See: "lladat-ol i»a<k? 'em in" 

Issue: 18 Doceniber 1950, p. 24 
Subject: lonie promotion 



Senator Dudley LeBlanc, president of the LeBlaiic Corporation, 
which makes Hadacol, has taken a runnint; start into 1951 at a 
$1,000,000 a month advertising pace. 

Success with past advertising and promotional campaigns, de- 
scribed by SPONSOR in "Hadacol packs 'em in." IH DfH-ember 1950. 
particularly recent Christmas parties, are chief reasons for the pres- 
ent all-out drive. 

About uO'~c of the 500 theatres putting on Hadacol Christinas 
parties in cooperation uilh radio stations were filled to capacity, 
and thousands of children had to be turned away, the company re- 
ports, LeDlanc used 80 trailer trucks to distribute half a million 
toys to stations; toys had an average retail \alue of Si. More than 
500 Schwinn Bicycles were given to kids with most Hadacol box tops. 

Magnitude of one local promotion job for an Xnias party is re- 
ported by WLOW, Norfolk. The station leased five theatres to present 
a 90-minute show to 6.000 children, gave them a total of S8.000 
worth of presents. At each theatre, a cit)' official delivered a message 
of welcome to the kids, and each theatre entertained about 100 under- 
privileged children as guests of the company and the station. 

The Norfolk party climaxed a month-long promotion campaign 
which included 50 billboards, newspaper advertising space and sto- 
ries, five motion picture trailers daily in each theatre, theatre lobby 
displays and marquee ads. and drug and grocer) store sale promo- 
tion banners. Big blow was heaviest schedule of advertising WLOW 
ever had aired for any one client, included 24 announcenients daily, 
two half-hour programs, and one quarter-hour program. 

WNOE, New Orleans, reported that kids lined up for two city 
blocks to attend Hadacol Christmas party staged by the station. 

Hadacol is now out to crack the West Coast markets, has bought 
12 announcements daily on each of 16 radio stations in the Los An- 
geles area and is using five testimonial ads weekly in all newspapers. 
Results: advance ordei-s from Los Angeles chains and distributors for 
Hadacol are now said to be in excess of SL000,000. 

Just a few days ago the company spent $50,000 for time and talent 
on a special 30-minute variety program from Hollywood. 

Advertising and promotion should bring Hadacol s wholesale sales 
volume for 1951 to between $75,000,000 and SIOO.000.000. accord- 
ing to Senator LeBlanc. 



See: "Whon is it safe to simiilea^t ?' 

Issue: 25 September 1950. p. 26 
Subject: Siimiloasts 



With a few exceptions, simulcasts, as pointed out by sponsok in 
"When is it safe to simulcast," 25 September 1950. have not been 
too successful. But now NBC is taking a se<:-oiid stab at simulcasts. 

In recent months, simulcast shows have ironed out man) of the 
bugs and NBC will try out several new ones. Much of the pressure 
for the move conies from TV sponsors who want to hit th non-T\' 
areas as well. 

American forum oj the Air became a simulcast last November. 
This month four shows will be added: Pick A flit; Phil Baker Quiz 
Show; The Magnificent Montague; and Three on a lloveyinoon. 





Prosperous 

BMB Report No. 2 Shows 
WSPA With The Largest 
Audience Of Any Station 
In The Area! 

AND... This Hooper 
Report Shows How WSPA 
Dominates This Area! 



HOOPER RATING -- Winter 1949 

8:00 AM •• 12:00 N . , ... 63.2 

12:00 N •• 6:00 PM 53.6 

(Monday thru Friday) 
6:00 PM - 10:00 PM 67 6 

(Sunday thru Saturday) 



GIVE YOUR SALES 
A POTENT PERMANENT HYPO 




Represented By: 

John Blair & Co. 
Harry E. Cummings 

Southeastern Representative 

Roger A. Shaffer 

Managing Director 
Guy Vaughan, Jr., Sales Manager 



CBS Station for The 
Spartanburg-Greenville 



Market...,.^. ^.....^ 



5,000 Watts 
950 On Your Dial 




15 JANUARY 1951 
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got a whim , 

get a whim 

buy 

WHIM 

you II come 
bock 
for more* 



*Hfa(iley-Rt«d 

will give you full 
detpils of the 

mony notionol 
advertisers selling 
on WHIM. 



1.000 WATTS 

PROVIDENCE, R. I. 





Pf 
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Reader inquiries below were answered recent- 
ly by SPONSOR'S Research Dept. Answers 
are provided by phone or mail. Call Ml). 
8-2772; write 510 Madison Ave.. New York 22, N. Y. 



Q. Has tliere been any stndy made of the effect of television and 
radio on newspaper and magazine reading habits? 

Advertising agency, .\ew York 

A. The following sponsor articles may prove helpful: 19 June 
1950 "Wliat pulls 'em in"; 3 July "Applause"; 17 July '^at 
media team up be?t with TV?"; and "Sponsor Speaks" in the 
same issue. 

Woiihl you please tell lis what transcribed government ami/or 
pnblic service shows are available ami suitable for sponsorship 
on a local basis? Radio station manager, Fitchhurg. Mass. 

A. There arc so luauy transcribed public service shows avail- 
able for local sponsorship, we suggest you write to the National 
At-sociation of Broadcasters for information. Address Mr. Rob- 
ert K. Richards. Director of Public Affairs, NAB. 1771 "'N" 
Street, N. W., Washington 6, D. C. 

Q, Who is the advertising agency for Nescafe? 

Film production organization, Neic York 

A. The account is handled by Cecil & Presbrey, 247 Park 
Avenue, New York. 

Q, Can you give us the names of a few advertising agencies that do 
business beanie<l at the Spanish audience? 

Radio station manager, Rosenburg, Tex, 

A. r.emien & Mitchell, 17 East 4.5di Street; Batten. Barton, Dur- 
stine & Osborn, 383 Madison Avemie; Duane Jones, 570 Lexing- 
ton Aveiuie; Emil Mogul, 250 West 57th Street, all New York. 

Q, We want to make a presentation to a tobacco company for a 
radio announcement campaign; can you gi\e us some informa- 
tion that would prove helpful? Advertising agency. New York 

A. SPONSOR has had several stories and features on what to- 
bacco companies are doing in the air. They include: "The spon- 
sor hits a home run," 9 May 1949; J. Whitney Peterson, U. S. 
Tobacco Co., profile, 29 August 1949; "Millions more call for 
Philip Morris," 24 October 1949; Mail Pouch Tobacco P. S., 27 
March, 1950, p. 6; "No hiatus on sales," 8 May 1950 (in same 
issue, cajisule case history, Wally Frank, p. 46) ; "Fall forecast 
for sponsors," 17 July 1950; and a two part story oil Brown & 
Williamson in the 6 November and 20 Novendjcr 1950 issues. 

What information can yon give ns on tra»lemarks an»l their rec- 
ognition before an»l after the use of TWi 

Advertising agency, Chicago 

A. Herbert True's AwAy on TV sponsor identification in Chicago 
should be helpful. The i-tudy appeared in our 6 November 1950 
issue. Previous sponsor articles on the su])ject incdude: "How's 
your sponsor identification?". 20 June 1949 and "Juvenile TV 
shows." 26 September 1949 issue. 
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A WINNING MARKET! 

Mr. Harry D. Sims, Jr., of Chandler & Rudd 
Company, Cleveland, wins the grand prize 
in the first CBS-WGAR display contest. 
Sponsors using WGAR reach another win- 
ning market in Northern Ohio. Population 
up 15.4%. Radio homes up 27.8%. And 
WGAR first with listeners in 29 out of 44 
daytime rated quarter-hours . , . more than 
all other Cleveland stations combined! 













\ 
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OPERATION SNOWBOUND! 

WGAR dug in as Northern Ohio dug out of the 
greatest snowstorm in years. What PRICE co- 
operation? Even Georgie Price, noted comedian 
in town for an engagement, pitched in with 
WGAR personnel answering 44,550 telephone 
distress calls in a three-day period. Letters poured 
in saying "Thanks for your superb public service!" 





the SPOT for SPOT RADIO 




MIKE 



MR. MERVIN B. FRANCE (left) 

president of Society for Savings, 
Cleveland, has served on commit- 
tees for the American Bankers 
Association, National Association of 
Mutual Savings Banks, and Invest- 
ment Bankers Association. He is trustee 
of University Hospital and Mount 
Union College. Dr. Rudolph Ringwall 
(right), associate conductor of the 
Cleveland Orchestra, presents Sunday 
afternoon recorded concerts for Society 
for Savings. 



NEWS, MUSIC, SPORTS.:: 

listeners like all sorts. Take 
your choice. Jack Dooley 
reports the news nightlv at 
11:00 P. M. Paul Wilcox 
scores with sports at 11:10 
P. M. And Morgan's Musical 
Inn opens at 11:15 P.M. 
Reach a responsive night- 
time audience with these 
wide-awake features. 



JACK 
DOOLEY 



HAL 

MORGAN 



WGAR ... Cleveland 



RADIO . . . AMERICA'S GREATEST ADVERTISING MEDIUM 

.50,000 watts. ..CBS • Represented Natlanally by Edward Petry & Campany 
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DETROIT 




i 



SAN FRANCISCO 



ATLANTA 



HOLLYWOOD 



RADIO ANd^TELEVrSION STATION REPRESENTATIVES 



1 
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"QUIZ KIDS' 



ATTRACT MIDDLE-AGED AND OLDER LISTENERS.A PRIME MARKET FOR ALKA-SELTZER. IT'S THEIR OLDEST SHOW 



ri 



riie llka-SpWzcr storv 



PART ONE 



OF A TWO-PART STORY 



111 darke.tit clcfircssioii clays. tiiriiccl to radio with rural-style 

shows like WLS ^'Itaru Dance*''; now is aiiioii$»' top 10 national spoiis<irs 



''Alka-Jeltzer and radio 
have dovetailed into one of 
those pt rfect unions. We knew we liad 
a good product, but we never could 
lia\e told America about it so quickly 
and effectively without radio. ' 

That's the story of the conunercial 
.success of Alka-Seltzer, as put in a 
nutshell by Charlf-; S. Beardsley, chair- 
man of the board of Miles Labora- 
tories, Inc. Perhaps the epic tale of 
how radio can build fortunes for 
skilled advertisers, the Alka-Seltzer 
story begins bark during the darkest 
days of the depression, in 1932. 

Alka-Seltzer was then the newest 



product of the xciierahle (founded 
1884) Miles firm. For its new remedy. 
Miles decided to irv a new nietliod of 
advertismg. On 10 January, 1932. 
over WLS, Chicago, the firm assumed 
sjjonsorship of Songs of llotne Sweel 
Home through the Wade Advertising 
Agency. Chicago. 

That on 3 program bu\ was to set a 
pattern which remained basically un- 
changed through 18 years of profitable 
o\cr-the-air selling. Miles" success with 
its first rural, home) program was im- 
mediate. Soon (ifter the first Alka- 
Seltzer connnercials told that a new 
fizzing antacid analgesic was available. 



d'uggi-ts in Clii<-ago were .-elling four 
times the quantity of the average drug- 
gist in other communities where the 
jjioducl got no air athertising. 

Since then Miles" ex])enditure for 
radio, about 85 'y <j1 its ad budget, ha.- 
increased until the com])an\ presenll\ 
is ])utting over S''>,00().00() a year inio 
the medium. Tiie firm ranks among 
tlif top 10 advertisers in radi<j and the 
tojj 25 advertisers in all media. 

Eighteen \ears of experience with 
radio prosiaming. implemented b\ 
Hooper. Nielsen, and Schwerin re- 
search has gone into development of 
the Alka-Seltzer approach to air adver- 
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lislng. It is based on: 

1. Repetitive li/ipact. (Four IS-inln- 
ute network shows across the board.) 

2. Programing that hits at different 
segments of the audience, including 
young and old. 

3. Spreading the huge budget among 
medium or low-budget shows. 

4. Long-time sponsorship of such 
programs as the Quiz Kids from 1940 
on: the IFLS National Barn Dance 
from 1933 to 19-16; Liim and Ahner 
horn 1941 to 1948. 

The Saturday night Barn Dance was 
the outstanding Miles show in a long 
series of programs with a rural fla\'or. 
I ntil the la^t few years most of the 
Alka-Sellzcr radio money has been 
spent on such programs as Barn Dance, 
Uncle Ezra. Hoosier Editor, Eriendly 
AeigJihor.s. Liim and Ahner, and llerh 
Shriner. A good chunk of Miles pro- 
n.otion, especially the famous Miles 
Almsnac. had long been aimed at the 
rural markets where self-medication is 
usually more prevalent. 

But with the dropping of the Barn 
Dance in 1916, Miles began shifting 
over to programs with a broader ap- 
peal. The drug firm wanted larger 
sales in the metropolitan areas without 
losing any of their rural following. 

In 1951. these are the programs that 
are bringing the Alka-Seltzer message 
to Sl.nOO.DOO families weeklv out of 
42,000.000 U.S. radio families. 



MIC 



\*'H S of thv U ttrltt 

Ono .\J all's Ffiiiiily 

(^tuiz hii/s 
Quiz Ktili (T\ ) 

I'urt Masaf^ 



p. 111., Mon<l:i\. 
■MoiHlav-rri- 



tfilltiip Ilmisf 

Hon I 

\pii-spaprr oj thr 



1 :.10.7 : I.- 

I'^riilay 
7 :'!.■> -8 p.iii 
il.ly 

.'i .•.lO.-l- p.m., Sunday 
11-8 .'.SO p.m.. Friil.iy 

Cits 

.*> : I.J.6 p.m. ;\!on4lay-Fri- 
ilay evccpl for VtriJS, 
New ^ ork whif^h ciirrifs 
llic show al 6:30 p.m. 
;< p.m., Momlay- 

Frirlay 
CO (Pacific Coast) 
lir 10-1<):1.'5 ii in. ami <>.'»:15 
a.m., Monir-iy. Sain relay 




Rural shows built i^liles: Uncle Ezra and "Barn Dance" played the key role 



(Alka-Seltzer is stressed on all the 
shows, while oilier Miles products, 
Bactine, Tabcin and One-A-Day Vita- 
mins, receive secondary mention.) 

The Miles Ilislorical Almanac of the 
Air, a series of one-minute announce- 
UK iits promoting the Nervine sedative, 
is carried in New England, and the 
Southern and Western j)arts of tbe 
country. 

The news shows and the Quiz Kids 



ha\e a particularly strong following 
among the older folks, who are particu- 
lary prone to the many aches and pains 
that Alka-Seltzer sootbes. Hilltop 
House, a superior daytime serial, is 
aimed at the housewives, who make 
tHO-thirds of all the drug purchases. 
Miles also used segments of two MBS 
shows, Queen for a Day and Ladies 
Eair, to reach this same audience. The 
drug firm's other dramatic show, One 



nPS:S-IU ifi: "Natl Barn Dance" was longest on schedule HHI-IU lit: Comics Lum and Abner climaxed rural programing phase 





ISew approach is broader: Si nger Martha Tilfon appeals to city and rural alike 1. 



Man's Family, attracts what could be 
called a general family group of lis- 
teners. And singers Curl Massey and 
Martha Tilton provide a bright pro- 
gram of popular tunes that is beamed 
at listeners below 25. Miles wants 
these jazz enthusiasts to be Alka- 
Sellzer conscious when they are 
bothered by the ailments of more ma- 
ture yeafs. 

The Miles radio effort doesn't stop 



outside U.S. borders. "Listen to it fizz" 
and "Watch the hubbies spin around" 
is heard throughout the Western hemis- 
phere (except for Chile and Argentina) 
and South Africa. The foreign radio 
budget, running to se\ eral hundred 
thousand dollars a year, emphasizes 
announcenienls supplemented by news, 
musical shows, and a few sports broad- 
casts. Results: "Fantastic," says Rob- 
ert Otto & Company. Inc., New York, 



the agency which handles the Miles 
export advertising. 

So far the advent of i \ has not af- 
fected Miles donle^^ic radio efforts, ex- 
cept for addition of the v ideo version 
of the Quiz Kids. This does not mean 
the W^ade Agency and its client are 
unconcerned over the rise of the new 
medium. Les Waddinglon, able Miles 
r.idio rV director said recently: ''If 
the major network* and the individual 
stations who have spawned and devel- 
oped both these ineilia would only act 
like llie two are related instead of pro- 
n!oting one againsi the other and show 
them and the advertiser how they can 
live and grow together, this transition 
could be happier end easier." 

\f)lhing official is being said about 
future plans, but experimental TV 
spots, to test certain visual appeals, 
are definitely in the 19.51 picture. 

Appraising the pull of the skilfully 
I'lanned Miles radio promotion now is 
n>ore difficult than in the early days 
< f rapid expansion. The dimensions of 
iMiles sales are a closely guarded secret 
in a hlglil) competitive field. But trade 
estimates put the Flkhart, Ind., firm's 
total ad budget at between SIO.OOO.OOO 
and $12,000,000. Since about 35';f of 
xMiles sales is said to go into advertis- 
ing, this would put sales somewhere 
etweeii $.30,000,000 and $36,000,000. 
Alka-Seltzer runs ahead of its 
rival, Rromo Selt/er, long eslahlished 
in tlie field, at perhaps three to one. 
Bromo moves better at the fountain 
but in total sales Alka-Sellzer is far 
ahead. Bronio is promoted with a con- 
siderable number of radio and TV an- 
nouncements plus the Hollyuood Star 
Theater (CBS, 8-8:30 p.m., Mondays.) 
Time and talent costs for the Bromo 
network show are esltmaled at about 
.$18,000 a week. 

(Please turn to page 53) 



1041 to present: Miles favors news shows like Beatty's on NBC If) I5'l't40: MBS' "Queen ior a Day" drew housewife listeners 









EXTENSIVE RESEARCH GUIDES AGENCY: DR. HERZOG, AIDES. BRIEF RADIO/TV DEPT. ON RESULTS OF COMMERCIAL TEST 



I 




inside the iigencics: 
a SPONSOR series 




research 



TiiKs is the way the aj»eiic*y gathers the facts it needs to make 
the most efficient nse of its clients air ailvertisini^ dollars 



When iFip Research Section 
of the American Associa- 
tion of Ativertising Agencies Eastern 
aruiual meeting got underway this Oc- 
loiier. four speakers got up in turn. 
Ihe\ were Aifrc.l Politz. Dick Hol- 
iirook, Dr. Hans Zeisel, and Dr. Herta 
FJcrzog, each of thi^n conceded lo i)e 
exj)erts in their field. 

The composition of the panel was a 
tribute, in effect, to McCann-Eriokson. 
Inc., for psychologist Herta Herzog is 
manager of its radio/ I \ research di- 
\'sion: statistical expert Hans ZeiscI 



had only recently left the agency as 
manager of media research to become 
director of research for Tlie Tea Bu- 
reau. 

McCann-Erickson s Central Research 
Pcpartnient. located on the 11th floor 
of .50 Rockefeller Plaza, ranks at or 
ver) near the top of any list of research 
departments. And with good reason. 
Besides tlie high caliber of the depart- 
ment's director and division manager.^ 
(each of the managers has enough 
ba<kground to direct the research de- 
partment of an a\'erage agency), heav^ 



support comes from top inanagement. 

Agency president Marion Harper, 
Jr. is a former research director of the 
agency. Though forced to limit his 
interest in routine operations of the 
research department. Harper neverthe- 
less initiates inan\ of its projects. Re- 
searchers know, too, that when the 
time comes to present research find- 
ings on a problem, he can be depended 
on to ask tlie toughest questions. 

Research, merchandising, media, and 
sales promotion form the important 
component parts of an\ major agency's 
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total marketing services. Kecdgnizing 
a need to integrate tliese departmenta!- 
ly separate operations — and to conduct 
marke ing planning as a total function 
— McCanii-Er.'ckson established a dix i- 
sion of Marketing Services comprising 
all operational departments other than 
the creative and administrative serv- 
ices; it includes Research; Media in all 
branches; Merchandising and Sales 
Promotion, and is under the direction 
of Sidney W. Dean. Jr., as Vice Presi- 
dent in charge of Marketing Services. 

Prior to joining McCann-Erickson, 
Dean was a vice president of J. Wal- 
ter Thompson, where he was an ac- 
count executixe, manager of the trade 
and technical department, and Director 
of Media. In 1941, he left J. W. 
Thompson to serve the government as 
a consultant in Lend-Lease administra- 
tion, and OSS. Since the war he has 
been a consultant in niarke ing and 
management and executive vice presi- 
dent of the Telecoin Corporation. 

Over-all direction of the research de- 
parement's many projects conies from 
Donald B. Armstrong. Jr.. blond, youth- 
ful research director. Armstrong has 
been with the agency for four years, 
was recently rewarded with a vice pres- 
idency. Starting in research originally 
with Young & Hubicam, Inc.. in 1939, 
Don Armstrong spent two years as su- 
pervisor of market research there. Then 
followed three years as manager of 
copy and radio research wi h the same 
agency, topped off by two years as an 
associate director immediately respon- 
sible to Dr. Gallup. 

Research Director Armstrong ex- 
presses in his activities the company s 
philosophy of '"integrated" research. 
Centralized coordination of the many 
hundreds of projects that go through 
his department in the course of a year 
permits him to supervise planning and 
policy between research and the other 
departments of the agency, on the ac- 
count as well as the creative level. As 
a member of the top brass advisory 
conmii'.tee, through which all advertis- 
ing plans are processed, Armstrong is 
in an ideal position to "sell" research 
as well as to apply the objective and 
factual yardstick to agency operations. 

Working with Don Armstrong are 
four associates, each supervising a spe- 
cialized area of research: William B. 
Wallace manages market research ; 
Russell Schneider handles copy re- 
search; Stanley D. Canter is the media 
research expert; and Herta Herzog is 
{Please turn to page 46) 





Key research fool is Stanton-Lazarsfeld Program Analyzer which produces reactions graph 
Tesf panel hears, views program; pressing Like or Dislike bufton shows various response 




Less than half of agency's large Research Dept. appears here. Director Armstrong, left 
Atslstants (seated) H. Herzog, Wm. Wallace, Russ Schneider, D. Humphrey, Stan Canter 




Account executive gets television research proposal worked up by department staff 
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Saleslady Maggi McNeills successfully pushes Tintalr on CBS-TV "Somerset Maugham Theatre" 



Three iiit'ii speavheuti 

fiioiiccriiif/ huiv 

tint rutllO'TV I'diiipd if/si 




M. L. Straus, 



Carl Byoir 



Philip Kalech 



Three men, each a leader in his field, spear- 
headed TIntalr's smash hit campaign. Martin 
L. Straus, II, Bymart president, is from St. 
Louis, studied at Dartmouth and Illinois Uni- 
versity. When he was with Eversharp, he de- 
veloped a discreet campaign to sell luxury ra- 
lors for women worried about hair on legs. 
At 54, he likes being a gentleman farmer at 
his Great Barrington, Mass., country place. 



Carl Byoir, who handled Tintair promotion, 
was born in Des Moines, la., is a graduate of 
U. of Iowa and Columbia Law School. He's 
noted for organiiing the President's Birthday 
Balls, handling the A & P's current P.R. cam- 
paign. Philip Kalech, who heads Tintair's sales 
organiiation of 90 men, Is from Hartford, 
Conn., graduate of Georgia Tech. He was 
brought over from a top selling role with Tonl. 
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Million-dollar liiiclgct 
liooiu^i lioiiio liair 



coloring sales 



Until rpceiitly. an American 
woman entering a depart- 
ment or drug store to bny a package 
of Iiair d\e made Iier purchase with 
all the furtive guilt of a Mrs. Casper 
Milquetoast asking for a slug of co- 
caine. But four months ago advertis- 
ing-conscious Martin L. Straus, II. for- 
mer hoard chairman of Eversharp, 
Inc., and promotion-conscious Carl 
Byoir. public relations czar, joined 
forces to make home hair coloring re- 
spectable. 

How are they achieving an almost- 
overnight social revolution? By: 

1. Setting up their own firm, By- 
mart, Inc. — a fusion of Byoir's last 
name. "By," and Straus's first name, 
"Mart." 

2. Launching a new. inexpensive 
($2.69) hair home coloring called 
Tintair. 

3. Unleashing a shrewd radio/TV 
merchandising campaign {Meet Frank 
Sinatra Show on CBS and Somerset 
Maugham Theatre on C15S-TV). 

sponsor's behind-the-scenes report 
reveals what hajipens when a pioneer- 
ing firm leads a whole industry toward f, 
radio/TV. So joyous is Tintair with 
its radio/TV results that it's diving in- 
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to the broadcasting media even further. 
Beginning 20 January, it will spend 
$3,000 weekly on a half-hour Saturday 
morning radio drama over CBS {Som- 
erset Maugham Radio Theatre, 11:30 
a.m. to 12 noon). Since r> January, it 
has been spending $7..50() weekly to 
participate in DuMont's Cavalcade oj 
Stars and Cavalcade oj Bands. 

Straus, president of Bymart, predicts 
that Tintair will do for America's hair 
color what the home Toni Wave has 
done for its curl. 

He points out that home permanent 
wave preparations snatched $70,000,- 
000 worth of business away from the 
beauty salons last ye^r. And now he 
says the introduction of Tinlair will 
"open the hair coloring business to the 
nation's department and drug stores — 
and move a substantial jiercentage of 
the estimated $100,000,000 now being 
spent in beauty parlors for hair tint- 
ing into their cash registers." 

The Straus forecast that sales of hair 
coloring will "increase by 300''f in 
1951 alone" seems far from bluster. 
By the end of the first three months 
in 19.^1, Tintair will ha\e shelled out 
more than $1,000,000 in national ad- 
vertising — largely in radio/TV a])pro- 
priations. That money will have paid 
off handsomely. 

Already, the demand from retailers 
is so strong that Tintair's distribution 
hasn't been able to keep up with the 
bombardment of orders (estimated at 
well over $750,000 in the first three 
months of the campaign). The firm's 
plant at Long Island City, N. Y., is now 
beginning to ship its products through- 
out the nation in freight car lots. 

What's more, the dynamic Tintair 
campaign has sparked the entire home 
hair coloring industry. Several older 
firms, which had hemmed and hawed 
at the notion of entering radio/TV, 
now are stepping up advertising. 

The inside story of Tintair's phe- 
nomenal growth should be of interest 
to other broadcast advertisers for what 
it reveals of teamwork between adver- 
tising and promotion know-how— with 
an extra touch of initiative added. The 
story began over a year ago, when 
Straus's wife, Anne, came home one 
day, praising the marvelous new hair- 
tint treatment she had received at a 
Fifth Avenue, New York, heavily salon. 

"There's no reason why a hair tint 
— like the one I've just had — couldn't 
be applied safely and inexpensively in 
the home," she commented conversa- 
tionally to her husband. 




Tintair now participates in two DuMont Shows: "Cavalcade of Bands," "Cavalcade of itars" 



Instead of bypassing the casual re- 
mark, something clicked in Straus's 
mind. He began thinking in terjns of 
the fantastic success that the Toni 
home permanent had achieved. Why 
not do the same with a hair color prej)- 
aration? 

"Where did you say you got this 
tint treatment?" he asked. 
"At Edmond s.'' 

Donu Edmond proved to he a dap- 
perly moustached fellow, son of an 
Egyptian sculptor, former royal hair- 
dresser to Queen Marie of Rouniania, 
originator of the famous platinum 
blonde for movie actress Jean Harlow, 
and for 30 years one of Fifth Avenue's 
leading beauty consultants. Edmond 
was more than an ordinary beautician. 
Over the past three years, he and his 
partner, Jean Grimault, a Parisian 
chemist, had been experimenting to 
find what they con9i<ler the perfect hair 
coloring preparation. 



They believed they had it in a for- 
mula that could he broken ilown into 
12 different shades, required no sham- 
pooing or pre-l)leachiiig. and could he 
applied by a woman in the home with 
a brush within at least 25 minutes. 
Indeed, within three years, they had 
tried the hair restorer-aiid-colorer on 
15,000 women, and it had passed the 
tests of three dermatologists as "clini- 
cally safe." 

After making sure that the product 
was tested 1>\ such dermatologists as 
Dr. Louis Schwartz and INIiss Floreme 
Wall, A.M., F.A.l.C, Straus was readv 
to drop his job as board chairman of 
Eversharp and sink his money into the 
new hair coloring. He got Byoir to 
join him as vice president and chair- 
man of the executive committee of By- 
mart, Inc. Not wanting to miss a good 
bet, he also lured into the fold as sales 
manager, Philip Kalech, formerly ex- 
{Please turn to page 63) 



$7,500-a-weeli "Sinatra Show," CBS radio, draws swooning bobbysoxers into drugstores 
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Spot Proj»'raiiiiiij* 
Status Report 





1 Co-op 'how study launched series 
in SPONSOR (20 November issue) 




2 Transcription services' part in 
spot picture followed (4 December) 





PART FOUR 



3 Local live programs roundup 
gave another angle ( 13 December) 



Tliey boast loii$>' roster of local sponsors; 

but national, re^'ifinal advertisers neg'leet tlieni 

despite low cost, otlier advantages 



Lrsteneis in Dayton, Ohio, 
' were taken b\ surprise re- 
penil}' wlien an announcer 
a])oiogizp(l for not delivernig a roni- 
mereial. It was a Sunday afti'rnoon 
program on .station W'I'SG ealled Cav- 
alcade oj Music. 

Seems tlie sponsor, Hay Simons, Inc., 
had sold all his used ears with the 
program's help. The seowls of Simons' 
competitors would have deepened had 
they kiH)\\'n how inexpensive talent 
costs were. Cavalcmle oj Music is one 
o{ se\ eral srriptecl shows sent to W'lNC; 
as i)art of their Lang-Worth lihrar) 
service. Auto dealers, jewelers, gro- 
eers, and a host of other successful 
retailers have profited from network 
caliber programs like this, sent as a 




regular musie library serviee to radio 
station subscribers. 

All of the nine nationalK' distributed 
miisie libraries have long list of spon- 
sors for their .scri|)ted "shows. ' These 
lists are crowded with the names of lo- 
cal retailers. l?nt national and regional 
advertisers are searee as hen's teaih. 
Apparently word of music library pro- 
grams, like similarly slighted farm 
srrvice programs, hasn't percolated 
above the local le\el. 

With national advertiser interest cen- 
tered strongly on spot radio, it's odd 
that such wonderful buys are still rela- 
tively unnoticed. This is what music 
library shows do for a sponsor: 

1. Provide nationally known talent 
at a low eost. l alent fee on man\ me- 



dium-sized stations SI. 00 per minute; 
on some stations nothing. 

2. Provide long, integrated series of 
jM Ogranis arra»iged and paced especial- 
ly for balanced radio listening. Con- 
tinuity, timing, and format are pro- 
vided by library program experts. 
Some shows even have '"voiee tracks" 
of the stars themselves to go with mu- 
sic. 

3. Combine piofessional nmsic, pro- 
gram, and script talent with the appeal 
of local amioujicing. They ajiproach 
open-end transcriptions in uniformity 
for sjionsors interested in multiple 
markets. 

4. The majority of stations have at 
least one library service, some more 
than one. Since librarv services tend 





C. P. MacGregor narrates leid-in; singer Mirdy Carson with Associated's Andy Wissell; Susan Reed is harpist for World's "Forward America' 




Left: Skitch Henderson, orchestra, play melodic sketches for Capitol 
"Kay Starr Time" is popular Standard series featuring girl vocalist 



Left: Singer Fran Warren stars in show produced by RCA Thesaurus 
Solo trumpeter sparks orchestra in one of Lang-Worth's musical shows 



to be sold to a siiijrle sUitioii in a iiuir- 
ket, ehanros for an exclusive program 
in that market are excellent. Tlii;. 
means better audience, higher s[)onsor 
identification. (It doesn't apply to ma- 
jor cities where ser\iccs are usualh 
not sold exclusively.) 

5. Clear, liigli-fulelit\ reproduction 
is insured on vinyl plastic; little de- 
terioration of sound quality with con- 
tinued use. 

Don't be eonfus(-(l by the term music 
library. (In fact, "music service"' 
would be more appropriate.) They 
stopped being just a collection of in- 
dexed records a fev\ years after their 
start in the early 1930"s. Today, a li- 
brar)' scripted show sounds like practi- 
cally any network musical program. 
Just as an example- take Concert Hall 
of the Air. This is a half-hour show 
that can be put on once-a-week or more 
often, if desired. An RCA Thesaurus 
program, it lines up an average of 
eight selections for each unit, plajed 
by a special orchestra under direction 
of Arthur Fiedler. Pianist Earl Wild 
and baritone Thomas L. Thomas are 
regularly featured. 

Here's how any local radio station 
can expertly put on a half hour of con- 



cert nmsit' without knowing a fiddle 
from a fealhcr-dustcr. "^1 be announ<'er 
picks up the script for program num- 
l)er lOG.*). then pulls out the rec- 
ords it sa\s he will need for the jiro- 
grani. He rehearses reading the open- 
ing line: "Ladies and gentlemen, the 
Concert Uall of the Air, Arthur Fied- 
ler <'onducting. " Theme nuisic (C«- 
resse ) is held for 18 seconds wliile the 
announcer reads a short explanation of 
what is 1o follow. Then eight selec- 
tions follow, inter>|>erse(l with brief de- 
striptions of the pieces. 

Everv one of the nine companies sm - 
veyed has a sizable stock of scripted 
programs "pre-produced' like this 
IICA Thesaurus example. Lang-Worth, 
World Broadcasting System, Standard 
I'rogram Library, Associated I'rogram 
Service, and l^CA Thesaurus each have 
between 15 and .SO of them. 

With over 100 "packaged" nmsic 
programs of top (pialit) circulating to 
500 stations or more around the coun- 
try (though not all 100 going to each 
station) why hasn't there been more 
national advertiser interest? The an- 
swer lies in traditional nmsic library 
selling methods. Libraries have been, 
and probably always will l)e. sold di- 



rectly to radio stations. I p tit now it'> 
been the station s chore to sell as many 
■^crijjted and unscripted programs from 
th.e library as it could. Library sales- 
men ba\e long pointed out that b\ sdl- 
in.g e\en one .such program the sta- 
tion can write of! its .SI 00 to S300 
nionthU rental fee. 15ut it's a rare sta- 
tion tliat will tr\ tackling Madison 
V\enue from Fort Worth. Texas oi 
some ecjually distant point. After all. 
the local l)ut<ln>r is jusi around the 
corner. 

This is not l(» sa) that radio >tation 
representatives, who are on Madison 
Avenue, don't do a selling job. Many 
of them have sold music library pro- 
grams for their stations. l'robabl\ even 
more j)rograms could be sold the same 
vva) . 

A change is coming, however, and 
(piickl). In the pa^t two or three 
years, trans( ribeti nuisic libraries have 
been taking a new ta(k. Disturbing 
numbers of sub.soribers have been 
dropping one of their Hbraries, if they 
lia\'e two: others have been dropping 
the onlv one thev had to cut o\erhead. 
llie econoinie squeeze is on, especially 
for post-war beginners who ha\e not 
il'leasc turn to pope 66 1 



Ti/pieffl mil. vie Uhrury proyrums 



COiMPANV 


IMtOGR\M 

1 


r\ PE 


i,en(;tii* 


TI.MES 
PER ViEEK* 


TYPICAL SPONSORS 


ASSOCIATED 
PROGRAM 


THE STARS SING 


Popul.ir voral, top 
talrnt 


1.. 


mill. 


0 


Westiiipliou'^t* Dealer*. WKKU, Reniliiit:. Pa. 
TodiPs Appliances, WSAL, Lof£aii.<(>ort, Ind. 


SERVICE 


^HSIC FOR AMEItICA 


Miisinil r<.\ ii'M' 


.U) 


mill. 




MiJatetown >rciiioriaI Park, ViCNX, 'Micl.lle. 


131 West 461 Ii Si. 
Now York, N, V. 












town, l.OllIlt 

Arvaii liidu.>tries, W'CSI, Coluiiiltii^, Iiirl. 


CANDLKLIOIIT AM) SILVER 


DiiiiK-r iitu^ic 


;!<) 


mill. 


li 


Hliicfleld Dept. Store, \VK(n. Rliir rK'Itl, \a. 
Household Finance Corp., CKCR, Kitetieiier, 
CJntario 




CURTAI.N CALLS 


Sliow tiiiie< 


:i(i 


mill. 


1 


Joiies%illn Trailing Post. WIVll, C.oldwiiler. 
Mieli. 

Four ^ heel Drivi. Co.. WNVM, Cliiitoiiv ilte. 
Oliio 




\ IC DAMONE 


Popular vooal 


ir> 


mill. 


;t 


Cook Motors. WONW. 'iork. Pa. 
P. W. Pliimlev Luiiilier Co.. WINC, VVin- 
Chester, Va. 




MIM>\ C.VRSOV 


P*»|»iil;lr ><M';il 




Ill ill. 




Wiiistoii-Salein IINIiz. 1. 0.111 Assn.. SJs. 

W^instoii-Saleiii. N. C. 
Thvo>'als (v itattiitts). K-\<>\, ^arraiiieiito. 

CiUif. 


CAPITOL 
RECORDS 


FHA.NK DeVOL PRESENTS 


Pojt-coiirrrt >*ith 
top star« 


■»<> 


mill. 


.3 


< Sjioii-ior lUt iMtl ii* nilahlr) 


Suns.! & Vinf Sts. 
IIoIIyHootl, Cal. 


JA\ GARItER SHOW 


Siiinotli. daiireiiblo 
niiisic, vocals 


13 


mill. 


_ 

o 






1 SKITCII IIENDERSOV 


M<*Io<Iic sketches 




mill. 


I 





'These may vary from station to station as Iil>rary slioivs arc flexible a-. tt» Irn^th and Itroa<]ra<^t srlu'«lnlcs. 



( Chart continued on juipe 68) 




Jitseph If. Allott, ad ttiaiiac/cr. ISvistoI'Mtfers: 

"If'e believe \oii must use radio and television as sup- 
plementary media if you expert to do a decent national 
job. Also, we believe it'd be poor business practice to buy 
into Tl at the expense of radio. Our NBC radio show, 
'Mr District Attorney' (above), is a money-matter for u.s." 




Spokesmun for the Cities Service Compuny: 

''^Cities Service has been in radio for 26 years. It's always 
had happy results with radio's full market coverage. But 
when we experimented with 'The Band of America^ {above] 
for a \3-week simulcast, it became clear that TJ^'s cover- 
age was restricted. IV e'd like to see a wider TJ^ market.'"'' 




Douiflas Baffin, radio head, Whitehall Co.: 

''''The 'Small Fry' TV show (above) has done well for other 
sponsors, but was not very successful in our case. For 
our loiv-cost drug items, we need a mass coverage in our 
broadcast media. We believe radio is the most effective 
vehicle for reaching the people who buy our products.''^ 



They're coniiiij 
baii to radio 

Sponsors assiiiiio iiioro realistic 
attitude toward use of both TV 

and radio as war clouds loom 




SpoUesmatt for the IS. T. Kabbitt Coiti|>«iiif : 

Babbitt dropped the 'Nona From Nowhere' soap opera 
(above) and 'David llurum' radio show to adopt difjerenL 
tefdmiques and difjerent vehicles. It will now bankroll a 
half-hour Tl drama; also radio news reports on Mutual, 
in order to capitalize on the interest in Korean war news.^^ 




(i. W'm. Andersou, Jr., Speidel \Yatvh Baud 

account, executive at Sullivan. Stauffer. Colwrll. & Bayles: 
"''Speidel left radio in 1949 to sponsor the NBC-TV show, 
'What's My Name' (above). // the war pressure keeps on, 
Speidel may have to leave television on a network basis 
and convert to a combination of both radio and television.''^ 



1 




Willi a global war hovering 
over their shoulders, na- 



tional advertisers are wearing a new 
look as they face radio/TV time-buy- 
ing in 1951. 

It's not a grim look. 

Nor is it a cheerful look. 

It's simply a facing-l he-facts, more 
realistic look. 

National admen, according to an ex- 
tensive surve\ just completed by spon- 
sor, feel that the appraisal of radio 
and TV now is cooler, more level- 
headed. Attitudes toward radio are re- 
turning to normalcy. 

No longer is TV regarded as an 
alluring new glamour doll and radio 
an old-fashioned country cousin, with 
one to be wooed over the other. Nor 
do the admen feel impelled to rob AM 
Peter to pay TV Paul. The survey in- 
dicates that both media will flourish 
in the new year, each to be weighed 
objectively according to its individual 
merits. 

What's responsible for this change 
in attitude among admen? To under- 
sland the trend, it's necessary to ex- 
amine what caused the sometimes fren- 
zied rush into TV in the first place. 
The factors inrluded: 

1. Many big-city dwelling sponsors, 
excited by the presence of a TV set in 
their own homes, felt that every other 
citizen in the U.S.A. must feel the 
same way. They tended to forget 
radio's coverage picture over the entire 
country. 

2. The sponsor felt he was "in show 
business ' when he bankrolled a visual 
I V production. It was like being a 
Hollywood or Broadway ]jroducer — 
something to boast about to your 
neighbor. 

3. Caught up in the "Madison Ave- 
inie fever," the admen thought oidy in 
terms of impressing retailers in big 
cities, while neglecting those in non-TV 
areas. 

4. A few advertising agencies urged 
their clients to rush into TV unduly, 
so that the agency itself could experi- 
ment to find out what the new medium 
was all about. 

5. Many a sponsor's first concern — 
an unwise one at limes — was to snatch 
up a franchise on the best available 
TV evening time. 

This rashness opened up a Pandora's 
Box of troubles for some advertisers. 
The current reasons for sponsors to 
simmer down emotionally (with ex- 
amples aplenty to follow) can be sum- 
marized in this fashion: 



1. An increabing number of admen 
now realize it's fooli«h to think of a 
tng-of-war between the Iwo media for 
supremacy in the advertising budget 
structure. Radio and TX can be used 
to supplement and complement each 
other — like magazines or newspapers 
— not as opposing media. 

2. Admen have begun to think more 
in terms of the specific exploitation 
needs of their product, rather than of 
just buying into TV in ordiT to keep 
up with the Joneses. 

3. The}'re learning a lesson from the 
doleful experiences of fellow sponsors, 
who abandoned radio for TV, got their 
fingers burned for \ arious reasons, and 
now are returning to radio or expand- 



timcbu\ers and account executives 
(jueried by st'ONSOR, expressed full con- 
fidence in radio's proven jjulling 
power. "It would be sill\ to sell radio 
short at this time— just as it would be 
unwise to pit TV against AM," was 
the most commonly expressed senti- 
ment. 

In the great majority of cases, ad- 
men spoke of TV and radio as media 
which could work in tandem harmoni- 
ously. And, in fact, not only are spon- 
sors nol cutting into their radio bud- 
gets to S{)end on T\'^: but most national 
advertisers plan to increase their radio 
budgets in 1951. (Many of them, of 
course, will increa>e their T\'^ budgets 
a5 well, bringing fresh business to the 



Luclcy Strike's Jack Benny shows, both on radio and television, reflect twin media use 



ing budgets to include both radio and 
T\. 

4. They're aware that skyrocketing 
costs of TV compare unfavorably, in 
ratio, with radio costs. 

5. They're taking into account the 
fact that video's potential audience 
( 9.000,000 T\' homes) does not neces- 
sarily infringe upon radio's audience 
(41,000,000 radio homes). 

6. Finally, and perhaps most impor- 
tantly, the gloomy Korean situation, 
with the consequent impending wai 
economy, has compelled all sponsors to 
evaluate both radio and TV advertis- 
ing in a changed, more sober light. 

With only one exception, all of the 
three dozen advertising managers. 



nation's near-sold-right-out video sta- 
tions.) 

Here are just a few examples of 
major advertisers who are spending 
new money for radio and r\ on a bal- 
anced basis: 

Harvey M. l>ond, advertising direc- 
tor for Benrus Watch Company, said 
the firm's radio/TV allocation will be 
upped 30'T in 1951. This will mean 
a total outlay of about S2.000.000— 
largely for radio and W announce- 
ments and lor part of the Saturday 
Show Of Shows on NHC-TV. "Radio 
built Renrus," added Renrus' account 
executive. Len Tarcher, of J. D. Tar- 
cher & Company. "W^e would hardly 
(Please turn to page 58) 
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ALL WE ASK IS- 




1 



TO SELL ? 

1 The Brown Brothers build radio programs! We build 'em to sell merchandise. For 

more than ten years our programs have produced results. But, don't take our word for 
j it. -Ask • • • • 

I The Ralston Purina Company of St. Louis 

Morton Salt and Klau-Van Pietersom-Dunlap 
I Robin Hood Flour and H. W. Kastor & Sons 

i Aunt Jemima Corn Meal and Needham, Louis & Brorby 

1 Jax Beer and Fitzgerald Advertising Agency 

I You got something to sell? We'd like to talk it over with you. 

I Charley and Bill Brown 

OPEN END TRANSCRIPTIONS DISTRIBUTED BY 

MONOGRAM RADIO PROGRAMS 



75 E.WACKER DRIVE. CHICAGO 



NASHVILLE 



.1 spoy son routKiiip 



Bar caiidf 



on ik ail 




Mars 1950: Firm dropped "Falstaff's Fables," cut "Howdy Doody," to buy | 



l^ojicl<?rs turn to aclvortisiiig, with o]ii|iha!t»is on raclio/TV, 

us cost inercsises cut profit margin. Mars is top sponclor . 

I 



Candy manufacturers wi&h 
that a sweet tooth were the 
only thing that took a hite out of their 
candy l»ar. Mounting costs, decreased 
cansuinption, and stiff competition 
within the industry have made the 
going rough. To maintain their sales 
volume ($986,000,000 wholesale 1949) 
candy har makers are advertising heav- 
ily, and use of the air media in partic- 
ular is spiraling. Leaders like Mars, 
Peter Paul, Walter F. Johnson and 
Williamson are devoting major shares 
of their advertising hudgets to radio 
and TV, and, sponsor found in a re- 



cent survey of the industry, smaller 
maiuifacturers are following suit. 

Radio is a natural medium for candy 
har manufacturers, industry elders say, 
because sales are mass and based on 
impulse buying. It's a matter of cre- 
ating product preference; of getting 
the customer to walk into the store and 
ask for his favorite brand — whether it s 
in sight or not. Low-cost advertising 
makes it possible to drum home brand 
names. 

Piggest air user now among candy 
companies is Mars which recently 
signed a $2,500,000 contract with 




PETER PAUL TRIED TELEVISION LAST YEAR, IS NOW BACK COMPLETELY TO RADIO. USES LOCAL NEWSCASTS EXTENSIVELY 

38 SPONSOR 



ABC. While many of its competitors 
have moved into TV. Mars has just be- 
gun a concentrated campaign on radio. 
Whether on radio or TV, most large 
candy manufacturers air their pings 
over network rather than spot-radio. 

Mars has no arbitrarily set advertis- 
ing budget. E.\pcnditures are made on 
the basis of carton.s of candy sold. P or 
1949. it's reported that Mars sold over 
$50,000,000 worth of Mars bars. Milky 
ways, and Snickers. About $1,500,000 
went for network radio and $38,000 
for network TV. This past year, radio 
and TV, comprising most of the ad 



MARS J95J.- FIRM NOW SPONSORS FOUR ABC SHOWS WEEKLY. INCLUDING "INNER SANCTUM" (ABOVE). TOTAL COST $2,500,000 



budget, should reacli $3,()()0,0()(). 
The company's contract witli Al>C, 
' one of the largest purchases in night- 
I time radio ever made, calls for three 
half-hour periods and one 15-minute 
period on four successive nights over 
, the coast-to-coast network. The Mars 
"operation quartet" began 31 Decem- 
ber. It comprises the third segment 
ol Stop The Music, Sunday, 7:30 to 
7:45 p.m., CST; Inner Sanctum, Mon- 
day, 7:00 to 7:30 p.m., CST; Can You 
j Top This, Tuesday, 7:00 to 7:30 p.m., 
, CST; and Bob Barkley, American 



Agent, Wednesday, 7:00 to 7:30 j).m. 

Mars and its agency, Leo Burnett of 
Oiicago, considered the following fa- 
vorable factors before going into 
"operation quartcl'": (1) Past experi- 
ence. Radio had proved itself to Mars, 
played a major part in building Mars 
business (the whole country echoed it 
one time with jokes about "I've got a 
lady in the balcony," the Dr. I. Q. re- 
frain). (2) Wide circulation. Different 
shows on different nights give Mars a 
varying audience, wider circulation. 
(3) Flexibility. Mars can change com- 




mercials from one thow to another, can 
billboard one show through another. 
(4) Ready-made audience. The shows 
already have large established audi- 
ences. (5) Prime times. All shows are 
bioadcast at top evening times. (6) 
Frequency. The nmltiple show idea 
results in continuity, impact, and un- 
hmited merchandising possibilities. 

Mars' recent ABC show, Falstaff's 
Fables, a five-minute broadcast five 
nights a week that cost the company 
about $4,500, has been dropped. The 
(Please turn to page 54) 
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OFFERED EtERY fUNDAY 
AFTERNOON 



listen to 

RUE DETECTIVE 
lYSTERIES ^ 

ITPM SOO iMmiAL (TAT10NS...W0«Ult UUtMST 
AJIBM WTWOiUC ^ 

^m m v i by 




Williamson has had "True Detective Mysteries" on Mutual for five years, recently renewed Williamson merchandising pieces stress reward 
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DANCE TICKETS 



SPONSOR: Norway Grange AGENCY: Direct 

CAPSULE CASK IIISTOR\ : Even lop-no'rii "name' 
hands didn't a'lract the croud to a weekly square dance at 
\oniay Grange. Only a jew couples turned uv the firit 
three ueehs oj the even!. i\oru (iy Grange turned to radio. 
A weekly announceinen', resting S7.60, on an early morn- 
ing farm shou- uorke.d uonders. II ith ihe^r air commer- 
cial on the day oj the dance. \or}i(iy Grange reports the 
dance floor crowded weekly, with jolks being turned away. 

WIBX, Itica PROGRAM: Ed Slusarczyk's 

Farm & Home Show 



RADIO 




TALKING DOLLS 



HOUSHOLD CHEMICALS 



SPONSOR: Western Chemicals Co AGENCY: Direct 

CAPSULE CASE HISTORY: The sponsor wanted to ob- 
tain a prospect list jor its chemical products. To gain new 
customers, they ojjered a jree booklet on the construction, 
care, and cleaning oj septic tanks. The offer uas niaile on 
the Saturday Farm Revue, an early morning participation 
program. Four one-minute announcements jor $96 re- 
sulted in 373 responses. For appro.xiina'ely 2.5c per re- 
spondeni, the company tia^ jurnished with sales leads. 

KNBC. San PYancisro PROGRAM: Saturday Farm R.-vue 



CAR POLISH 



SPONSOR: Pla'.ticize AGENCY: Direct 

CAl'SULE CASE HISTORY: This firm started in Miami 
without any dealers or distributors. Their radio plans 
called jor n singing commercial to be used on a saturatim 
basis on several talent programs. 7 he investment amount- 
ed to S720 monthly plus $o5 iceeklv for a special quarter- 
hour. Within 30 days, over 300 dealers were featuring 
the car polish product. And. in 70 davs. Plasticize topped 
the local market in sales of this product-type. 



W.MIE, Miami 



PROGRAM: Participation on 
various shows 



I 



WEDDING GOWNS 



SPONSOR: St-ars Roebuck & Co AGENCY: Mayers Co 

CAl'SULE CASE HISTORY: A S3iS participation was 
tried on Barefoot Society {Russ Mulholland) , an early 
morning disk jockey program. The firm offered a talk- 
ing doll for $24.95, and 45 inquiries were tracenbU to the 
show (fl potential gross of $1,122.75). A further check 
of radio's effectiveness by the sponsor showed Sears, Roe- 
buck sold more of these dolls to date than Marshall Field 
in Chicago or Macy's in l\ew 1 ork. 

K.MPC, Lov Angelps PROGRAM: Barefoot Society 



SPONSOR: The Aquila AGENCY: Direct 

CAPSULE CASE HISTORY: This exclusive ivomens 
ready-to-wear store wanted to push their large stock of 
demi-tasse wedding gowns and bridesmaid dresses. Two 
announcements, scheduled on Vo\\\ The Shopper, cost 
$50. The commercials on this morning participation shoiv 
brought immedia'.e results. Twenty complete wedding en- 
sembles, bridal and attendant's gowns, were sold for a 
several thousand dollar gross. More dresses were ordered. 

KOIL, Omaha PROGRAM: Polly The Shopper 



FURNITURE 



SPONSOR: Rosenman's Ltd AGENO : Direct 

C.VPSULE CASE HISTORY: „ne week, Rosenman's 

advertised furniture on their Late Night Sport Ke})ort, a 
\S-minute show. Approximate cost was SI 3.20 per broad- 
cast, flie .same continuity was used throughout the week 
and the store sold 14 bedroom suites and four Chester- 
field suites. For a seven-day expenditure of $92.40, the 
gross return amounted to $1,753. 'Flie adverti.ser trac'S 
all sales to his broadcast advertising. 

CK.X, Hranilon, Manitoba PR0(;R,\\I: Laic Nighl Sport 

Report 



USED CARS 



SPONSOR: Lou Meliska Motors AGENCY: Stern-Warreii 

CAPSULE CASE HISTORY: This G. M. Fontiac dealer 
made his entry into radio with 15 minutes of morning 
sponsorship and 15 minutes in the afternoon. The format: 
a show featuring Bill Gordon. The cost: approximately 
$LU for the half-hour. After his initial two weeks of aij- 
advertising, Meliska sold 25 used cars. Figuring a mod- 
erate $500 per car sale, the gross return from his air ad- 
vertising amounted to $12,500. 

WilK', Cleveland • " ■ PROTlRAM: Itili Gordon Shovv 
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HtOSS MULHOLLAND 



z Success! YES!! 




The New Market Basket for 
over 5,000,000 people .... 
MON. thru FRI. 7:30 to 9:30 a.m. 

ROSS MULHOLLAND'S 



\ - — — — i:;7tonssoup 

BIRDSEYE . • • • QDS, INC. 



<LJ- RCA • • ■ S*^** .... . . IPANA 



ST«n 3. POST 

studebaker 



N^OTOROLA . . . SAT. - ^^^^^^ p^^K 



COVERING 






DIAL 
710 



50,000 WATTS 10,000 NIGHT 

LOS ANGELES 



GEORGE A. RICHARDS 
Chairman of the Board 



ROBERT O. REYNOLDS 

Vice President & Gen. Mgr. 



JOHN PATT 

President - 



H-R REPRESENTATIVES, INC 



3§rm Sponsor asks..* 



WIkiI is behuf done to improve TV newscusls? 



Roland A. Casey 



General sales manager 
Arnold Bakers Inc. 
Port Chester, N. Y. 




Mr. Engels 



The 

picked ]Kiiiel 
answers 
Mi: Casey 

Being an inde- 
pendent television 
station — and be- 
ing owned by on** 
of the country s 
great newspapers, 
the New York 
Veu'*— WPIX de- 
votes a large part 
of its regular 
program schedule 
to TV newscasts. 
However, we have not yet developed 
what might be called a "perfect formu- 
la"' for television news programs and 
we, and I'm sure others, are still ex- 
perimenting to find the right balance 
between visual and audio, film and 
live, stills and newsreels. 

We have, of course, learned many 
lessons — some the hard way. From ex- 
perience, from ratings, from critical 
reaction and from audience mail we 
are constantly proving new ways and 
methods of telecasting news. 

For instance, when we first went on 
the air in mid- 1948. we tried to build 
our news periods mainly around "pure 
news'' and attempted to play down the 
personality and appeal of the news- 
caster. This was not a success, some- 
what to our surprise. Since then, l)y 
rumiing through every conceivable va- 
riation — from a straight, entirely-on- 
film news show with an anonymous 
commentator to a < oniplelely-live "per- 
sonality newscast we have learned a 
major lesson. 

This is it: the television audience 



looks upon newscasting as a regular 
type of program fare, and news shows 
ttiiisl have the snttte "box office" ap- 
peal as other TJ shows to be a hit. 

We at \\TM\ have put this lesson to 
work in improving onr newscasts — 
and we have at least 10 regularly- 
scheduled news shows jjer day — by fea- 
turing and promoting the newscasters 
as performers. Typical examples at 
\vPl\ would be Ed Thorgesen (la- 
nious Fox Movietone commentator w ho 
does the nightly Televiews show for 
Socoiiy-\ acuum and Monarch Wines), 
and John Tillman ( who does the twice- 
nightly Telepix Newsreel for Consoli- 
dated Edison, and Tomorrow's News 
for Vim Stores) . 

From the advertiser's standpoint, we 
are developing commercials, and work- 
ing with agencies in developing com- 
mercial techniques that are "matched" 
to the style of the news shows. By this, 
I don't mean an integrated commer- 
cial that is presented without a percep- 
tible break as pseudo-news. I do mean 
commercials that are identifiable as 
such, although done with the same 
mood and pace as the news show, and 
preferably with a change of voice from 
the regular newscaster in a full 15-min- 
ute news program. 

Of course, we haven't ignored the 
other visual elements of a good news- 
cast in our video presentations. We 
now have our own self-contained news- 
reel crews and film laboratory, plus 
newsreel footage obtained froUi such 
regular sources as Telcnews, plus a 
"swap"' deal with KTTV in Los An- 
geles. We also use animated maps, 
slides, still pictures, diagrams, and 
other visual aids, as well as tricky 
camera work and engineering effects. 

One thing that is raising the wh<de 
level of audience interest in TV news 



— apart from the tenseness of the world 
situation — is the fact that a good lo- 
cal TV newscast will outpull a network 
T\' newscast. This is no secret, and 
more and more stations are develop- 
ing their own news shows, building 
news staffs, and exchanging films and 
ideas. 

In the not-so-distant future, there 
will probably be a well- functioning or- 
ganization of TV news editors around 
the country that will act as an advisor 
to TV stations wishing to build news 
programing schedules, and a clearing 
house for ideas and commercial tech- 
niques. 

I believe firmly that TV newscasts 
are now, and will continue to be, an 
Important part of commercial telecast- 
ing, as well as useful selling vehicles 
to the television advertiser and his 
agency. 

Walter D. Encels 
Director of News 
WPIX 
Neiv York 

It seems to me 
that there has 
been too much 
worrv about mak- 
ing a so-called 
"television type" 
newscast. T b e 
primary function 
of a newscast is 
to give the news, 
and give it quick- 
ly, clearly and 
timely. It does not seem to me that the 
public demands that newscasts be of 
the ty])e rlcveloped by the newsreels. 
In trying to come close to this, the net- 
works have spent much money need- 
lessl) in my opinion. 




Mr. Foley 
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A more realistic ajjproach seems to 
be shorter news periods, and perhaj)s 
more frequently presented. Tliis seems 
to he the trend. The nightly news finals 
with a good straightforward j)resenta- 
tion of the headlines, by an announcer 
who looks and sounds as if he knows 
what he is talking about, and with per- 
haps a few pictures on film or live if < 
they are available and timely, is as | 
good a news show as you need. And 
is about all that the jniblic wants. News 
of itself is jjerhaps the most interesting 
material on television today. There is 
little need of overdressing it for audi- 
ence interest. 

The weekly news reviews are jjcr- 
haps the mwst interesting aspect of 
news telecasting. Here is the opportu- 
nity for real production. All networks 
are trying to solve this problem. Since 
they are not quite spot newscasts they 
are not as interesting per se. The\ 
have to do the interpretative kind of 
a job the Sunday magazine sections do, 
with pictures. Since networks do not 
have the budgets to do films especially 
for these shows, good editing must 
take the place. And some good shows 
have been turned out, although without 
much regularity. 

Another very valuable lesson tele- 
casters have learned is that the so- 
called "news names' are not necessar- 
ily good newscasters for television. The i 
rise of new faces on television news- 
casting has been healthy. The same 
requirements for announcing on tele- 
vision ajjply to newscasting: the news- 
caster must have a likeable personality. 
By like token some of the newer per- 
sonalities seem to feel that they have 
to become performers, and are con- 
sciously trying to overemphasize their 
contributions and make themselves 
more important than the news — which 
lessens the impact and interest in the 
show. Keeping a proper balance re- 
quires good direction. 

There will probably be more sponsor 
interest in newscasts from now on. 
Keeping proper commercial balance on 
newscasts can also help improve their 
quality. With news as serious as it is, 
advertisers who wish to use newscasts 
for their advertising messages must be 
careful not to make them overly com- 
mercial which some have done to date. 

George F. Foley Jr. 
President 

Foley and Gorden Inc. 
New York 
{Please turn to page 57) 




» Mighty MONTGOMERY, capital city 
of Alabama, is the hub of one of the na- 
tion's top markets; the South's most pro- 
gressive industrial and agricultural center. 



TRADING AREA POPULATION 
OF OVER 600,000 

• Mighty MONTGOMERY, whose city 
population alone totals 107,000, dominates 
the rich surrounding trading area of 1 1 ex- 
panding counties. 

r^??N $133,890,000 

CITY RETAIL SALES 

• Mighty MONTGOMERY, had city 
retail sales in 1950 that were $5,000,000 
above those of the previous year; proof 
that this market is the "fastest growing 
area in the South." 

Write, Wire or Phone for AvailabilHies! 



NBC 




CBS 


WSFA 




wcov 




Represented by 
Headley-Reed Co. 


MONTGOMERY 


Represented by 
The Taylor Co. 


NETWORK 








MUTUAL 

WJJJ 

Represented by 
Weed & Co. 


STATIONS 
ASSOCIATION 


ABC 

WAPX 

Represented by 
The Walker Co. 
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This SPONSOR department features capsuled reports oi 
broadcast advertising significance culled from all seg- 
ments of the industry. Contributions are welcomed. 



Kffdio ffttrf "Irici HetV tlish «irf gas rantfc sales 



Fifty tliousand sales prosjipcls were 
radio's Clivlstmas gift to the Western 
Stove Company. 

This Culver City firm manufactures 
Western-Holly gas ranges and airs the 
Zche Manners Show on 11 ABC Pa- 
cific Coast stations. The well-known 
musician, song writer, and recording 
artist broadcasts Monday to Friday. 
7:4()-7:5o a.m. 



^/./.iOORGIFTTO m 





You'll get a BIGGER SHARE of 
the Outstanding Richmond Market 
in 1951 . . . with WRNL. WRNL 
gives you complete coverage in this 
Industrially Progressive, Agricultu- 
rally Rich, Economically Sound trad- 
ing area. WRNL has been on 910 
KC at 5O0O watts for more than 10 
years ... so the important buying 
audience has the listening habit. 

Ready Buying 
Power Plus WRNL 

Equals 
More Sales Than 
Ever! 




-^^oeKGo-aiowotiMuFRi ; 



Posters helped bring in some 50,000 prospecfs 

Since Zeke's records had sold to the 
tune of 20,000,000 in the past five 
) ears, the sponsor thought a Zeke Man- 
ners recording as a gift would make an 
ideal promotion. 

An old puhlic domain song, "Ida 
Red," was chosen. Then they had Zeke 
inject a few stjuare dance calls, added 
just a pinch of "Western -Holly."' 

"Swing again that pretty little Dol- 



ly, swing her on a Western-Holly," was 
considered not too commercial to be 
objectionable. The recording includ- 
ed another talented enterlainer, jjretty 
Les Paul. 

The finished gift was an eight-aiid-a- 
half inch disk in three colors on shel- 
lacked liristol board with a caricature 
of Zeke Manners on the Iront. Three- 
color promotional pieces were attached 
to "Weslevn-Holly" gas ranges. Thev 
featured a life-size picture of Santa 
Claus holding up the free record with 
a photogra])h of Zeke Mannars super- 
imposed over Santa's face. Dealei"^i 
purchased quantities of the rt^cords at 
a nominal price and were asked to give 
them to their customers free of charge. 

The promotion was kicked off by 
Zeke Manners himself. He played "Ida 
Red on his own show and urged lis- 
teners to drop into their nearest West- 
ern-Holly dealer's store for their 
Christmas gift. 

ABC afTdiates played the record on 
local disk jockey shows, and two daily 
announcements plugged the offer on 
KECA. Los Angeles, and KGO, Sa:i 
Francisco. 

Radio's box score to date: 50,000 
sales prospects, and pleased Western- 
Holly dealers who have reordered the 
gift disk, "Ida Red." ★ ★ * 



Tit'c ewmpaiti/ clicks with roatl report proffram 




5000 WATTS 910 KC 
NON-DIRECTIONAL 

(daytime) T 
ABC AFFILIATE \ 
RICHMOND, VIRGINIA 1 



EDWAilO PITftT « CO.. INC., 
NATIONAL REPRESfNTATlVIl 



Advertisers who don't think they can 
fintl a program suitable to their jjrod- 
uct can just read this and ponder 
awhile. For, on WABI, Bangor, the 
Bangor Tire Company has ideally com- 
bined public service with its commer- 
cial message into a fi\e-minute show 
that's winning friends and influenc-ing 
sales- to say nothing of cutting down 
on highway accidents. 

Their program, iitghicny Lowdown, 
provides exclusive information from 
the Maine State Police who seiid three 
daily telegrams to the radio station. 



Then, on three shows daily, six days 
a week, the Bangor Tire Company 
gives their listeners and customers the 
contents of these telegrams. It includes 
prevailing conditions on all major 
roads and routes throughout the state 
I depth of snow, ice and mud). 

l)eftly-wo\en conmiercials are also 
interchangeable, depending upon the 
produ<-t advertised. A typical oonnner- 
cial: "Drive the Highway Safe — Drive 
the Highway Sajev — With Tires (and/' 
or service, and/or acce^ssories > from 
the Bangor l ire (Company."' ♦ * * 
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iVew shorteiihig uses radio/TV sales iiii.Y<iir<* 



There are as many brands of short- 
ening as there are recipes and winniiiir 
product-acceptance is a tough job. The 
Reliable Packing Company in Chicago 
did this by blending radio and T\ . 

The company's product, Realite. 
used two participations daily on the 
WJJD, Chicago show, Simon Speaks, 




Home economist show features ReaiHe recipes 



with Ernie Simon. After several weeks 
of product announcements. Realite 
swung to a recipe folder ofler. Along 
with the recipe folder, Reliable Packing 



Usually when a sponsor makes de- 
mands upon a station the broadcast 
executives squirm. Not so with an ul- 
timatum delivered by five advertisers 
to CKCW in Moncton, New Brunswick. 

". . . we as a group want this t) pe 
of program (Christmas Jackpot) re- 
served for this group's first refusal at 
any time and the idea should not be 
transferred to another group without 
our consent. ' 

The above was an excerpt from a 
letter written by the bankrollers of the 
daily half-hour show. The format of 
Christmas Jackpot required listeners to 
visit the sponsors' stores in search of 
a "jackpot" item which changed daih . 
Each morning during the half-hour of 
Christmas music and chatter, phone 
calls were made at random, Eor each 
item named, the listener received a gift 
from the particular sponsor. A "jack- 
pot" prize of SlOO and five merchan- 
dise gifts was the award if all five 
items were correctly named. 

The sponsors report the following 
results which prompted their ultima- 
tum: store trafiic greater than in any 
previous period with most people buy - 
ing. The general manager of Monc- 
ton's largest hardware store says his 
store traffic was several hundred people 
greater than at a Grand Opening sale. 

The only "conqjlaint" came from an 
advertiser new to radio. On being 

15 JANUARY 1951 



mailed a letter of thanks and a 15c 
coupon toward a purcliase of Realite. 

The next phase was the tying in of 
Realite with lo<al dealers all over the 
city. 1 he name of a different local 
grocer was read daily and the listener 
urged to go to that particular store for 
her Kealite purchase. The t(jtal radio 
expenditure: about S200 per week. 

Kealite also used a participation on 
the Beulah Karney Show via WENR- 
Vy, ABC station in Chicago. Miss 
Karney, one of Chicago's outstanding 
home e<'onomists, prepared her bakinu 
and cooking reci[ies with Realite. T\ 
expenditure was about $150. 

The results of the $350 weekly ex- 
penditure have been quickly noticeable. 
W ithin a period of two months, F^ealite 
went from 12th place to 7th place in 
shortening sales, according to the Chi- 
cago Tribune (]onsnmer Panel Kepoit 
for shortening. * * ♦ 



swamped by customers for several days 
he asked who was going to pay for the 
extra help he neede<l. ★ ★ * 

Brleily . . . 




A warm note of hope and optimism 
for the future came with this holiday 
greeting sent to SPoxsoli b\ the Joseph 
Katzes. 

« « s 

Ed Sullivan, m.c. of Toast oj the 
Town on CBS-T\ . is also ap|ji'aring on 
windshield stickers. It s all part of a 
new advertising tie-in for Lincoln-Mer- 
cury dealers, sponsor of the show. 
Used cars in dealers' lots carry the em- 
blem noting the car is in good condi- 
tion and reads: '"Ed Sullivan's Toast 
oj the Town Safe Fiuy Used Car." 




OKLAHOMA'S GREATEST 
STATION FOR ^5 YEARS 



54.7% 
Of Oklahoma 
Factory Workers 
Blanketed ONLY 
BY KVOO 

In the concentrated Tulsa Market (34.8% 
of Oklahoma's Land Area) are 46.8?o 
of Oklahoma's manufacturing plants 
employing 54.7% of Oklahoma's fac- 
tory workers. These workers are paid 
58.5% of total wages earned by all of 
the industrial workers in the state. 

These are Pre-Korea Dept. of Commerce 
figures. With defense contracts pouring 
into these plants, the number of work- 
ers ;ind their already great buying power 
is INCREASING, making the No. I 
Oklahoma Market even BETTER! 

ONLY KVOO blankets this market. 
In addition to bonus coverage of 
rich counties in Missouri, Kansas 
and Arkansas. 

Edward Petry St Co. Inc. 
National Rcpreseiitatiyes 

NBC AFFILIATE 
£0,000 Watts 




BLANKETS 


OKLAHOMA'S 


NO. 1 


MARKET 



45 



F\ve sponsors confess: they love their shoiv 



MEN, MONEY & MOTIVES 

[Continued from page 6) 

Fortune sniilerl on W eber for a long 
time. Even opera hriefly flourislied, 
under the eom])etitive prod of Oscar 
Hanniierstein. Vaudeville circuits niul- 
ti])lied. Some theatres ran all day and 
into the late evening, requiring two 
separate orchestras. Burlesque, then 
snapping rather than removing its gar- 
ters, toured perhaps 150 units a sea- 
son. W^eher saw the great tea dansant 
craze rise and s])read in the time of 
Irene and Vernon Castle. The vogues 



of ragtime and jazz and fox trot and 
Charleston all helped music. So did 
the introduction, about 1911, of 
French-type cabarets. Then came the 
gingerbread movie palaces which 
po])ped the eyes of the multitude by 
bringing up 100 musicians on a hy- 
draulic platform. 

* * * 

But at least the show business of the 
sjxjnsors is financiall)' responsible. 
Weber would concede that. Almost 
never does it fail to pay olT. It is a 
show business of impeccable credit rat- 
ings, of giant corporate structure, of 



scientific linkage to mass distribution, 
of big salaries for the favored few and 
firm 39-week commitments. And the 
union today typically makes a deal 
with a few executives and sets the pat- 
tern for all. A far crv from the voung- 
er and tougher Joe Weber who went 
around organizing rabbit-brained mu- 
sicians in hideaway beer gardens. Bat 
don't get us wrong. We're not weep- 
ing for the good old days. Corpora- 
tions may be less lovable than jjictur- 
esque showmen but they are a heck of 
a lot more dependable. -k -k -k 



McCANN-ERICKSON 

{Continued from page 29) 

res])onsihle for both radio/TV and psy- 
chological research. Each associate has 
virtually complete operating responsi- 
l)ility for his own phase of research. 
Armstrong relies on the four to engi- 
neer the projects assigned to them as 
well as to direct operations; he relies 
on them heavily also to communicate 
the findings to the respective creative, 
])rogram, and account staffs. 

Bill Wallace, market research chief, 
is an expert at machine tabulation and 
coding. In 1940, he joined Young & 
Rubicam to become a research sujjer- 
visor under Gallup. Like Don Arm- 
strong, Wallace switched to McCann- 
Erickson in 1946. 

Wallace is in charge of the many 
market-research projects designed to 
answer specific client problems. He is 
also responsible for McCann's Home- 
maker's Opinion Panel which coni- 
jjrises a representative national sample 
of 6.000 families called upon for mail 
surveys; and he supervises the agency 
staff of several hundred resident inter- 
viewers who can be put to work in a 
couple of hours when personal inter- 
views are needed. 

Russell Schneider tests copy and also 
finds time in the evening to teach ad- 
vertising as a guest lecturer at Colum- 
bia Universit)"s School of Business. 
After an initial two years with the J, 
Sterling Getchell Advertising Agency 
lis a researcher, Russ Schneider joined 
McCann-Erickson in 1940, has been 
tliere since except for time s])ent in 
service. Major portion of his work is 
in printed media where the emphasis 
is twofold: appraisal of audience at- 
traction: and conviction or believahil- 
ity. 

Stanley Canter is the newcomer to 
McCann s top research groujj. For the 



WSJS 




A 15-COUNTY MARKET 

With Over 

$60,042,000=' General Merchandise 
Sales 

"Sales Management 1950 Survey of Buying Power 





NBC Affiliate 



AM-FM 

WINSTON-SALEM 



Represented by: 
HEADLEY REED CO. 
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A 1800 SALE THAT MORE THAN PAID 

FOR WONW's YEARLY SUBSCRIPTION TO THE APS LIBRARY... 




SELLING The Stars Sing to the Huenefcld 
Furniture Company of Bryan and Defiance. 
Ohio, are Glenn R. Thayer, general manager 
of WOiW, Wahcr Bates, APS fiekl repre- 
sentative who is describing the merits of the 
series, and Gene Miller, commercial manager 
of the station. Seated is Bculah Jaquith of 
Hucncfeld Furniture, with Roy Huenefeld 
looking over her shoulder. 




SIGNING the contract for The Stars Sing, 
plus a set of promotional announcements, is 
Roy Huenefeld of the Huenefeld Furniture 
Company. Watching, from left to right, 
are Gene Miller and Glenn Thayer of WONW, 
APS Field Representative Walter Bates, 
and Beulah Jaquith of Huenefeld's. 



. . . because an APS salesman helped 
the station SELL 

Here's still another example of how personalized Assoeiated Program 
Service gives subscribers a "Library that Pays for Itself"! The case of 
WONW, Defiance, Ohio, is typical. APS Field Representative \^alter 
Bates recently visited Defiance, to work with WOiWV's sales staff in 
selling one of the top APS programs. The Stars Sing, featuring radio's 
greatest singing talent. 

With the WONW salesmen, he called on local })rospeets, backing up the 
station's own eiTorts. Together, they signed the Huenefeld Furniture Com- 
pany of Bryan and Defiance — not only for The Stars Sing but also a series 
of spots to promote the series. 

(In addition to this profitable sale, the WONW-APS sales team also found 
a S})oiisor for a set of pie-Christnias jingles selected from the wide assort- 
ment of special material in the extensive APS library. Total revenue: 
$2,800 — or more than enough to pay Jl ONJF's subscription to the Asso- 
ciated Library for the entire year.) 

The greatest proof of any library service's value is whether it pays for 
itself And the APS Library Joes... again and again, all over the country. 
Under the APS service plan, APS field representatives visit your station 
when you first subscribe, working as aggressively with your sales staff 
as they did with WONW's. Six months later, there's another call to offer 
further assistance — and, after that, you can count on regular visits at 
least once a year. 

Associated Program Service 

is giving stations what they want ! 

And that's SALES SERVICE. . .sincere on-the-spot sales help ... tran- 
scribed money-making sales meetings each month ... regional sales and 
programming clinics (watch for the schedule of dates soon). .. monthly 
bulletins, memos, newsletters ... harder-selling sales presentations. 

It's all yours — if you're an APS subscriber. And a few more stations still 
eaii be. Send in the coupon and find out how little it costs for so much. 



Associated Program Service 



151 West 46th Street, New York 19, N. Y. 



^^the library that pays for itself* 



Maurice It. Mitchell, General iNIanager 
Assoeiale«l Program Service 
151 We^^t 46lh Street 
Now York 19, N. Y. 

Toll mo li«>w the Asso«-iat«'«l library ean help built] income 

r/iy station. 

\ 

Name 

Title 

Station .... 

Street 

Citv Zone 



State 




PULSE EXPANDS 
ITS TV SERVICES 

Beginning with Janu- 
ary, 1 951 , monthly 
TelePulse reports will 
be issued for Buffalo 
and Birmingham. 

These reports will cover 
an entire week of tele- 
viewing, from sign on un- 
til Midnight each day, and 
the results will be incorpo- 
rated in the monthly Multi 
Market TelePulse. 



For information about these 
and other television markets 

ASK THE PULSE 



THE PULSE Incorporated 

15 West 46th Street 
New York 19, N, Y. 



]>c;st four )ears he's been Dr. Hans 
ZoiscPs assistant. During that time he 
acquirofl an M.A. in mathematical sta- 
li>tics at Columbia. 

Wen Hans Zeisel left, Canter was 
doing sales analysis and writing the 
statistical jjarts of ]jresentati<>n. The 
agcnc) d(xided to ]}romote Canter in- 
to the media research job to replace 
Zeisel. an indication of its ])olic\ 
of promotion from witliin. 

Dr. llerta H(>rzog came nriginall) 
from \ ienna ulierc she was assistant 
professor of social ps\cholog) and sta- 
tistics at the I'riiversity of \'ienna. Her 
first Job in the I nited States was re- 
search assistant in Columbia Uni\('r- 
sit)'s Department of Sociology. This 
was followed in 1937 b) several \ears 
as a consultant to E. 1. duPont de iSe- 
mours & Com])any, where she did psv- 
chological studies of consumer prefer- 
ences in fabric designs. Following an 
associate directorship at Columbia's 
Bureau of Radio Research (now Bureau 
of Applied Social Research I which in- 
i luded some war research service with 
the War Department and OHice of War 
Information, Dr. Ilerzog joined Mc- 
Cann Erickson as lladio, TV research 
head. 

One of Dr. Herzog's important tools 
al the agency has been the Stnnton- 
Eazarsfeld Program Anahzer. This 
electrical device gathers dozens of audi- 
ence rf-sponses simultaneoush and then 
records them, giving a single graph 
for a whole group. As many as oO 
'"subjects ' arc in\ iled up to the re- 
search department's testing room on 
the 11th floor. They sit around the 
room with two small j)Ush-buttons in 
their hands, listening to tha recording 
of a ]jrogram. Wlien a particular j)art 
ol the program jdeases a listener he 
j)resses one button marked Like. In 
the other hand is another button 
marked Dislike. Each button j)ush is 
recfived by the machine through its 
k)ng tentacle-like wires, then duly re- 
corded. At the end of each test the 
machine disgorges a pie<'e of j)aper 
with wav\ lines on it like the tra<'ings 
on a hospital fever chart. 

'Phe Program Anahzer. familiarly 
dubbed "P. A." by the department, 
earns its keep by helping clients with 
program problems. One Mc(]ann- 
Pri<kson client had carefidly buill a 
\.r\ suc<'essful dramatic program. 

Pliere was still soinetliing bothering 
the agency. howe\er. I^xplains Dr. 
Herzog: "Questions were raised iis to 
whether psychological thrillers, desj)ite 



iJieir general popularity, would create 
objecliou and criticism of the sponsor 
among the public. There was some fan 
mail to support this concern, but fan 
mail is known to be a questionable 
measure.' 

A two-prongt<l investigation started 
looking for an answer to this question. 
The agene) 's Market Research division 
called in several hundred part-time 
field inter\ ie'.vers. They w ere told to 
surve\ 6n0 people in several Midwest 
<ities. Questionnaires asked whether 
certain programs (including the cli- 
ent's show ) were being listened to. if 
so, who sponsored them, and was the 
sponsor fulfdling his obligation to the 
pnblic. Detailed questions on the past 
10 programs broadcast b\- the client 
were included. 

While the field survey was going on, 
three tests with the program analyzer 
were arranged in \ew York. Two ps\- 
chological thrillers of somewhat differ- 
ent types were tested, along with a 
straight diaina. On the "fever chart ' 
that resulted from these three tests. Di. 
Herzog and her two assistants exam- 
ined the hill< and \allcys to find tht 
specific spots where the program met 
with ajjproval or dislike. 

In summing up the results of the>e 
two entireh different approaches. Dr. 
Herzog said: "The general results of 
both ly])es of study were in complete 
agreement, indicated virtually no neg- 
ative carry-over to the sponsor from 
])S\ chological thriller ]irograins. In 
fact, regular followers of the jirogram 
considered them a real strength of th'" 
series.'' 

Following these findings, the client 
( r.ntinued using ps\ chological thrillers 
with confidence about his listeners' 
actions. The program analyzer indi- 
( ated that listeners were not "upset 
by these programs as long as conflicts 
ii! the indi\idual story were of such 
a kind and in large enough amount to 
make audience identification with them 
unlikely. In addition, the study pro- 
vided guidance in selecting plots for 
future programs. 

riie program analyzer was used in 
aiiolher instance to test a new com- 
mercial. Past studies have shown that 
tlie effectiveiies'^ of a commercial de- 
pends on the program heard with it. 
It also depends on how well a<-coiii- 
])anying <'oinniercials are received. For 
example, a good opening commercial 
jiasses on some of its "goodw ill' to the 
middle and t'losiiig one. This works 
backwards too. strangeh enough. A 
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Super-Sensitive FM-Aiyi Radios 

with Performance Superiority tliat malies Sales! 




Again Zenith lengthens its lead over the 
FM-AM field with new and better ver- 
sions of the Zeniths that were already 
the industry's two best sellers. With 
Zenith's unrivaled Super-Sensitive FM, 
they bring in a wealth of entertainment, 



static-free and real as only genuine FM 
can be. Their newly designed cabinets are 
the style highlights of the radio year. Of 
course, both have Zenith's famous Long 
Distance AM, big Zenith- built Alnico 
speakers and other Zenith advantages. 





New Super-Medallion New Super-Triumph 



Genuine Super-Sensitive Zenith -Armstrong 
FM plus Zenith Long Distance AM — auto- 
matic volume control — built-in Wavemag- 
net* and Light-Line Antenna — cabinet of 
beautiful maroon plastic with Roman Gold 
mesh grille and tuning indicator. 



The same Super-Sensitive FM and Long Dis- 
tance AM as the Super-Medallion, plus new 
broad-range tone control — jewel-like on/off 
indicator — maroon plastic cabinet with 
"Flexo-Grip" carrying handle — Roman Gold 
embossed dial. 



ZINITH RADIO CORPORATION, CHICAGO 39, ILLINOIS 

Over 30 Veorj of "Know-How" in Radionics Exclusively 
ALSO MAKERS OF AMERICA'S FINEST HEARING AIDS 



II I, 



•U)«0[«siMa« RADIO yj, 
and TELEVISION 
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good closing commercial causes listen- 
ers to think better of the opening one 
in retrospect. 

For these reasons. Dr. Herzog tested 
the client's new conunercial by insert- 
ing it into exactly the same program 
a- the old one. This made the enter- 
tainment phase of the show a fixed 
factor for the test. And the accom- 
panying connnercials were also the 
same before and after. Result: for the 
new conmiercial a 20'"< increase in the 
test panel's ability to remember sales 
aro;unients. a 34'? increase in '"favor- 



able product opinion." in this particu- 
lar case, greater liking for the new 
commercial raised the liking level for 
the entertainment to«. Since it became 
the opening commercial, a larger au- 
dience could be counted on to stay 
through the program. 

Though the program analyzer is a 
useful tool it merely supplements other, 
more conventional research techniques 
such as surveys. A recent project, in- 
volving Bill \\ allace and the market 
research division, concerned the prob- 
lem of one client's dealer support. His 
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One of America's TEN TOP DAYTIME 
PROGRAMS . . . reported in the 
November issue of TELEVISION . . . 

PAUL DIXON'S MUSIC SHOP. 
This "+ops-in-the-nafion" program is seen 
Monday through Saturday . . . 
WCPO-TV, 3 +0 5 P.M. 

WCPO-TV 

CHANNEL 7 CINCINNATI 

WEWS Cleveland under same general management 
is also one of ihe country 'j top TV stations. 

SEIi YOUR nKANllAM MAS! 
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product is not a frequently purchased 
one, Hor is it readily identified by 
brand. To be successful, therefore, 
manufacturers in this business depend 
on dealers rather than on consumers 
for support. The problem: how to 
broaden this dealer support and there- 
by sell more. 

One important fact brought out by a 
widespread survey of dealers was that 
tiiey seemed impressed by a rival 
brand's TV operation. This company's 
television campaign had aroused in- 
terest out of all proportion to the 
brand s distribution or the size of its 
a<l budget. On the strength of this. 
McCann-Erickson's client bought a TV 
program. Only two weeks after the 
program's baptism, a second study was 
made of dealer reactions. Some 19Tc 
of the 300 dealers in two markets sur- 
veyed reported product sales directlv 
traceable to the TV program. A panel 
of 300 consumers, quizzed both before 
and after ihe program took the air. 
showed an increase in brand awareness 
of from five to 48',T during the same 
several weeks. 

These are some of the specific prob- 
lems the department's researchers have 
wrestled with. Less spectacular, but 
certainly as important, is the continu- 
ing struggle to fit the right media 
schedule to a client's advertising ob- 
jective. Sonielimes an ad budget is 
outlined by the advertiser. The agen- 
cy's problem then is to pick out the 
most efficient combination of radio, 
newspaper, magazine, and TV coverage 
for the money it can spend. At other 
times, the advertiser leaves it up to the 
agency's media research to recommend 
an itemized budget calculated to 
achieve the advertising goals. 

It is the function of media research 
to fit the right media schedule to a cli- 
ent's advertising and marketing objec- 
tives. The media group therefore has a 
job of dual integration. On the one 
hand, it is working closely with the 
other research divisions — market and 
psychological research — to learn the 
characteristic-3 of the most promising 
prospects for the advertising message. 
In the consideration of such factors as 
coverage, audience composition, turn- 
over, duplication, media research 
works closely with the copy and the 
radio/TV research grou})s. On the oth- 
er hand, the media group works close- 
1\ with the space and timebu>ers to ar- 
rive at the most efficient selection of 
media for the advertising dollars ex- 
pended. Aside from specific jobs, Stan- 
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ley Canter's media group kee])s track 
of and analyzes the media's own re- 
search studies and disseminates perti- 
nent information within the agency. 

When media presentations come in 
by mail, or a lime salesman calls up 
one of the McCann-Erickson time- 
hnyers for an appoinlnienl. Stanley 
Canter is notified. He sits in with the 
tiniebuyer and the salesman ; this can 
be embarrassing — for the salesman — if 
he isn't sure of his facts. Main com- 
plaint of both CaiUcr and his boss, 
Don Armstrong, is that media don't 
ask around at ihe agencies first before 
launching an expensive survey. They 
say that many media-inspired research 
reports fail to answer questions they 
want answered and end up filed in the 
wastebasket. 

In laying out a media schedule, the 
main job is to select those radio and 
TV stations, magazines, and news- 
papers that deliver pwssible customers 
for a product most economically. Mar- 
ket surveys first establish the main 
group of prospects — housewives, chil- 
dren, men. Then each medium is care- 
fully combed as to audience composi- 
tion. Those selected deliver the largest 
unduplicated group of people who will 
buy the client'? product. Another con- 
sideration is the product's distribution 
and the client's emphasis on particu- 
lar markets. 

Virtually all advertising research is 
concerned with conscious reaction of 
the public to a product, service, or 
idea. Both Research Director Arm- 
strong and Dr. Herzog are convinced 
that an increasingly important part of 
future agency research must be con- 
cerned with relatively sub-conscious 
motivations. For several years now 
they have been doing spadework in 
this area — relating the findings of 
probing depth interviews to clinical 
personality tests of the same respon- 
dents. When asked about a case his- 
tory or two they demurred, saying that 
all work so far conducted had been of 
a strictly confidential nature. How- 
ever, one indication of the importance 
McCann-Erickson accords this area of 
research is the fact that they are in the 
process of setting up a new division of 
the research department, the entire ef- 
forts of which will be concerned with 
psychological or motivational, re- 
search. 

The pioneering McCann-Erickson re- 
searchers are after the deep-seated, of- 
ten unrecognized reasons for product 
preference. Why does one person go 




Super-Chief 



/ ]{ you think of Iowa only as a place to pass 
thru or by or over on the way East. [)lease 
consider this; The Su])er-Chief doesn't dis- 
close it, but no town in Iowa is more than 
^ / 12.8 miles from a railroad; only 3 states 
ha\e more railway mileage. Thru high- 
ways don't show it, but there's a surfaced 
road to every incorporated town in Iowa. 

fin per cent of farms with autos, Iowa leads 
the nation. The means exist for lowans to 
reach markets — and Iowa's $4 billion an- 
nual income constitutes a market worth 
reaching. 

Contrary to Hollywood gag-writers, all 
lowans are not in California. Furthermore, 
those who stay home take ofT their shoes 
before going to sleep. Their little women 
order furniture moved around, make 
scenes about cigarette ashes, buy mink 
coats, chew gum, and read books, lowans 
also display their normality by listening to 
the radio, with 97 .1'/c of the families own- 
ing one or more radios. 
Besides transcontinental airplanes, Iowa 
air contains WMT's strong signal. In 
WMTland 600 kc means music hall, stage, 
and news. Information and entertainment 
pour up WMT's masts and come out in the 
minds of more than a million listeners. 
When you buy time on WMT, your client's 
advertising reaches responsive customers 
to whom the station is an important part of 
normal living. 

The Katz Agency man will provide full 
data upon request. 
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Swift<5 

Ice Cream 



OLD FRIEND 



Renewing year after year, Swift 
promotes the sale of its fine ice 
cream through KJR's efficient 
coverage of Western Washington. 



REPRESENTED NATIONALLY BY AVERY-KNODEL. INC 
New York • Chicago • Los Angeles • Son Francisco • Atlanta 



KIR 

itMiu'^^^ViHt mini tr-nMi^ 




Mr. John \ayIor, Jr. 
Gardner Adrerlising Co. 
Si. Louis, Missouri 
Dear Johnny: 



irCHS's 




home lawn tw Charleston, 
If esl I irginny, 
is ih' fijlh best 
bizness cily in 
ili coiiiiiry! Yes- 
sir, Johnny, I 
seen hit in tli' 
papers on lit' 
boss's desi; t'oth- 
er Jay. Oney 
jour towns in 
th' USA showed 
a bigger percent 
III' gain, in biz- 
ness over th' 
same miints in 
19l'> — an most 
uv them tvuz big 
iins! Yuh reely 
k n o w e d w li u t 
yiili wuz adnin 
when yiih bought 
time on « CHS! 
Kith Jf'cst I'ir- 
ginny\ number 
one station yuh 
J gits more Us- 
as much money as 



seners jer halj 
e/jen y'ud bought all th' other jour 



stations in town 



thet's a real 



bargain jer th' filth city in th' conn- 
try. Keep tliet in mind, Johnnv! 

Yr.s. 



Algy 

W C H S 
Charlest-on, W. 



Va. 





\^ TO 
NEW ORLEANS' 

$431,000,000.00 

NEGRO MARKET. 

Reoch more than 14 million Colored 
people In the WMRY coverage 
Oreo. Progrommed for Negroes by 
Negroes, WMRY Is effectively direct- 
ing the buying hoblts of this vost, 
folthful audience. WMRY 
Is the only sure woy of 
shoring in all of this 
$431,000,000.00 morket. 




"THE SIPIA STATIOM^ 

WMRY 

" 4 B 0 OH t H E dial; 



THE ONE DIRECT APPROACH TO NEW 
ORLEANS' LARGEST MAJOR MARKET 



three blocks out of his way to Iju) a 
package of one product when he can 
find a similar product around the cor- 
ner? Part of the answer is that the vol- 
ume of advertising makes the differ- 
ence. But tests with similar products 
have proven that's not the whole an- 
swer. 

The few motivational research proj- 
w ts completed thus far were initiated 
and ])aid for by the agency. ]\lost of 
tlieir projects, however, are initiated 
eiiher by a client or by one of the 
agency's account executives. First an 
estimate is given by the associate di- 
rt^ctor of research directly concerned; 
a program analvzer job, for example, 
would be estimated by Herta Herzog. 
Tlie projen^t is then schf^duled, provided 
th.e cost meets agency and client ap- 
proval. It gels underway when re- 
s(^archers and facilities are available, 
Yvheii all tile results are in, the division 
head, (associate director) in charge 
u rites up a presentation. Final client 
presentations get careful scrutiny b) 
dir(^"tor Donald Armstrong, Jr. 

McC'anii-Frickson believes firmly in 
a close link-up between research and 
creative talent. The results of research 
studies are immediately passed cm at 
regular conferences. On Wednesdays, 
for examjile, radio writers and re^ 
searchers meet to talk over any recent 
de\'el()pnients that might affect com- 
mercials on radio or TV. 

The research story of McCann-Erick- 
soii. finall), would be incomplete with- 
out mention of the McCann-Erickson 
librarv. Delphine Humphrey, the chief 
lilirariaii heading a staff of seven, is 
considered one of the country's out- 
standing advertising agcnc) librarian;; 
The library, another arm of the Re- 
search Department, jjermits the agen?\ 
to carry its integration policy outside 
the agencv. IMcCann-Erieksou research- 
ers pride theniseKes on knowing the 
research facts colle< led elsewhere and 
utilize them whenever applicable. Such 
avoidance of unnecessar) duplication 
permits the agency to expand its siz- 
able basic research projects by build- 
iim on the facts alreadv eollected. 

If there is a single most important 
|)oiiit to be made about research at Mc- 
Cann-Erickson, it is to re-highlight its 
integral function in Mi-Caiin-Eriekson's 
o\('r-all advertising engineering })liilos- 
o|)lu thai there should be a complete 
welding of the anaKlic and the crea- 
tive. 'I lirongh continuous informal 
dail\ personal contact with account and 
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creative people and meetings, research 
findings are disseminated throughout 
the agency to help the company do its 
job more efTectively. ★ * ★ 

The above article on McCann-Erick- 
soiis Research Department, written 
and researched by SI'ONSOr'.s- staff, is 
the second in a series oj stories which 
will take readers inside various adver- 
tising agencies. Letters jroni readers 
suggesting subjects and commenting on 
the approach used thus Jar will be wel- 
comed. 



ALKA-SELTZER 

[Continued from page 27) 

Tracing back the Miles radio history 
to discover the proverbial acorn from 
which the great oak grew, takes you 
back to WOWO, Ft. Wayne, Ind. In 
1928, WOWO (close to Elkhart) be- 
came the first radio station to carry 
Miles (then called Dr. Miles Labora- 
tories) advertising on a regular sched- 
ule. Nervine was advertised on a sooth- 
ing vocal-music program for five min- 
utes just preceding the sign off at 10 
p.m. which they called their point of 
highest listening during the evening. 
After the Nervine conmiercial, the sta- 
tion went off the air with the station 
n-anager's wife playing "Back Home 
Again in Indiana" on the studio organ. 
Miles products were not pushed on the 
air, regularly until lour years later. 
The Wade Agency approached the late 
! A. H. Beardsley, who was then presi- 
dent, and his brother, Charles S. 
Beardsley, urging them to try Songs of 
Home Sweet Home on WLS, Chicago, 
a half-hour Sunday afternoon show. Al- 
bert Wade, who had once worked for 
the Beardsleys as a foreman in their 
printing plant, was a strong booster of 
the young medium after seeing how 
radio pulled for several other clients. 
One of his major efforts had been 
Murphy's Minstrel Shotv over WLS for 
the Murphy Products Company, Bur- 
lington, Wis. 

Radio was still an unknown for the 
Beardsleys. Although they were not 
eager to buy the show, they gave a 
friendly ear to their former employee. 
Time and talent for the show was less 
than $400 weekly, not much of a risk, 
the Beardsleys decided. The series was 
launched and druggists in the Chicago 
area were soon selling four times the 
amount of any other area, in ratio to 
the number of dealers, The WLS series 
was followed by a dozen 30-minute 



programs broadcast over a network of 
13 stations on Sunda) afternoons. 

This tinif the advertiser almost 
dropped out of radio. H. S. Thomp- 
son, advertising manager, explained: 

"So we went on the chain; went 
high-hat; kept the same theme but en- 
gaged different talent — more expensive. 
Results — fewer sample rec|uests from 
the entire chain than formerly from 
one station alone." 

That fall, Alka-Seltzer was tried on 
another network with some 13 IS-nrin- 
ule programs again on Sundays. This 



show The Uoosier Editor, with a rural 
music and variety format was carried 
over 28 stations. The total mail re- 
sponse from either network sliow had 
not been equal to that of WLS alone. 
"Thirteen weeks and few tangible re- 
sults cured us, we thought, of the radio 
habit," Thompson said. * * 

But within a few inonths Mih>8 
was to assume sponsorship of 
what would become its most im- 
portant program, the WLS iSalion- 
(d Barn Dance. The second part of 
this article, to appear in the next 
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issue of SPONSOR uill tell ho\s 
Miles came to buy the Ham 
Dancer hov, it helped to huihl 
Alka-Seltzer sales and distribu- 
tion; and how the Bant Dance and 
other rural programing gave wi\\ 
to the present iMiles programing. 



CANDY ON THE AIR 

[Continued from page 39) 

Company has aL-^o (lroi)|)ed a Friday 
night segiiu^nt sponsorship of IJoiidy 
Dooc/y. \BC. But it will continue to 
liuy the 5:45 to 6:00 segment on iMon- 
(la\ nights, and the 5:30 to 5:45 por- 



tion on Wednesda) nights. 

Like other candy firms, Mars faces 
a cost squeeze uidess the retail lid is 
lifted. This isn't easy. Manufacturers 
of bars account lor about 54',( of the 
total candy business, and be<'ause the 
consumer is more conscious of the 
candy bar price than he is of the boxed 
candy price, he reacts adverseh to odd- 
cent upward retail pricings. Many in- 
dustry leaders believe that an honest- 
sized dime bar is the logical answer. 

Mars, using radio heavily to pro- 
mote brand identification, has had 
one dime bar on I he market, the Mars 
bar. This has done as well as any of 
the company's five-cent products. Vic- 



Dig in for Increased Sales 
with WIBW 



This is the time of year when Kansas 
farmers are using power-driven post 
hole diggers like these to strengthen 
their fences and protect their 1951 
profits. 

Strengthen yo//r sales fences in this 
rich agricultural market by hiring 
WIBW to tell the 1,515,728 Kansas 
farm folks about your products or 



services. 



You'll be digging extra deep into 
this ready-to-buy market because for 
14 years, impartial door to door sur- 
veys* show WIBW consistently first 
hi listetihig preference among the peo- 
ple of Kansas. This means that you're 
hiring the strongest single selling force 
in Kansas. 



^Kansas Radio Audience 1937-50 




Serving ond Selling 

THE MAGIC CIRCLE" 

Rep.: Copper Publicolions, Inc. • BEN LUDY, Gen. Mgr. • WIBW • KCKN 




tor H. Gies. \ice president in charge 
of sales and advertising. sa)S that the 
company does not favor a six- or 
seven-cent price on bars. 

This point of view coincides with 
the thinking of Peter Paul, Inc., iVauga- 
tuck. Conn. Peter Paul, traditionalh 
a radio user since 1937, discontinued 
fp'e-cent candy bar production two 
years ago. priced Mounds and Almond 
Joy at lOc, and has done well with 
them since. The two, competing 
against five-cent bars, have toj^ped the 
field in coconut candy bar sales. Other 
Peter Paul products are Walnettos, 
Coconettos, Choclettos. and Activated 
Charcoal Cum. 

The company reported its highest 
net income during 1948, $3,388,670. 
Last year, it dropped slightly to $3.- 
170.826. Air ad\crtising has cost the 
company some $1,500,000 a year, a 
large part of tho ad budget, and has 
helped produce some $35,000,000 an- 
n.ually in candy business. 

In 1948. Peter Paul had a peak se- 
lective campaign of 390 programs and 
110 announcements aired each week 
o\cr 126 stations. Backbone of this 
air activit) was newscasting with a 
local slant so far as possible. 

The coiiipan) rc\amped its policy 
earlier this )ear to concentrate on 
younger age groups. It brought in a 
new advertising director. Elliott Plovve. 
and switched to the Maxon Agency in 
i\ew ^ork. News program coverage 
was reduced to about 70 stations in 
major markets. The company then 
added TV kid shows that included 15 
minutes of Magic Collage five days a 
week on DuMonI: weekly half-hour 
Buck Rogers show over ABC-TV; 
weekly half-hour Hank McCune conie- 
dv show over \RC-T\'^: and See-Saw 
7,00. a 15-niinute puppet show aired 
five days a week on WBAP-TV. Fort 
Worth.' 

Now, the most extensive advertising 
program in its history is slated for 
1951, with radio acting as the spear- 
head and TV dropped completely. The 
company expects to increase the num- 
ber of radio stations to more than 135. 
rn addition of some 45 to the current 
list. 

"About 90*^^ of our radio budget 
will be used for news programs and 
the remainder for announcements." 
said an executive of the company re- 
vealing the switch back to extensive 
radio news programing. The company 
will sponsor Frank Coss in place of 
Fd Mnrrow over die Columbia Pacific 
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Network beginning this month; re- 
mainder of the budget will be spent on 
sponsorship of local programs. Pres- 
ent schedule is for three newscasts per 
week. 

Officials of the company, who said 
that they have decided to step out of 
television for the time being, believt; 
that news programs today are the best 
buy in radio. Unlike variet) and other 
i;ntertainnient programs, the)' sa) 
newscasts are least affected b\ tele- 
\ ision. 

WBDO, Orlando, Fla., told sponsor 
the company was its steadiest anrl old- 
est candy advertiser, and that Peter 
Paul promotes its newscast program- 
ing locally. "Peter Paul has sponsored 
our 12:00 to 12:15 [i.m. news Monday, 
Wednesday, and Friday for years. This 
is our highest-rated daytime show; 
mail pull shows results. 

"A single announcement on seven 
successive Fridays brought in 164 re- 
plies for a Mounds cookie recipe. A 
contest on the noon news three days 
a week pulled 2,627 replies within two 
months. 

"The company prefers to stick with 
the same announcer, newscaster, and 
format, and requests air checks fre- 
quently," 

This is in line with Peter Paul's 
over-all attempt to maintain the closest 
possible cooperation between the com- 
pany and each station. The company 
has two or three people on its payroll 
who do nothing hut correspond infor- 
mally with each station. It uses no 
form letters, and the policy has paid 
) oii. For example, one station spent 
more money advertising Peter Paul's 
newscast, than the show actually cost 
the company. 

Another large user of radio is the 
Williamson Candy Company, manufac- 
turers of Oh Henry. "Virtually the 
entire promotional expenditure is de- 
voted to radio and TV advertising." 
says Richard Fecliheimer of Aubrey, 
Moore & Wallace, Chicago, advertising 
agency for the company. 

Williamson currently sponsors True 
Detective Mysteries on the full MBS 
network of 502 .stations. The program 
is broadcast on Sundays from 5:30 to 
irOO p.m., EST, has almost completed 
five years of plugging for Oh Henry. 
It cost the company an estimated half- 
milHon dollars last year, is budgeted 
currently at about S13.000 a week. 
Williamson recently renewed its spon- 
sorship for another five years. 

The company began using radio in 
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IN BUFFALO 



Thanks to the best wave 
length on the dial, WGR's 
5000 watts reaches western 
New York's prosperous 
markets with radio's biggest 
dollar's worth in this area. 
BIGGER COVERAGE 
with top-rated programs . . . 
Columbia and local . . . 
makes WGR the best buy 
in Buffalo. 



COLUMBIA NETWORK 



RAND BUILDING, BUFFALO 3, N. Y. 

National Representative, Free & Peters, Inc. 
L«o ]. ("fitz-J ?iupatrick 
I. R. ("Ike" J Lounsberry 
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Matinee 

Matinee radio listeners in Alabama 
love Maury Farrell. So much so that 
the Pulse gives his "iMatinee in Bir- 
ininghani" a higher rating than any 
local program on any other Birming- 
ham station all clay long.* 

idol 

Idol of Alabama radio for more 
than 15 years, WAPl's Maury has 
drawn a following that's as loyal as 
it is large. Whether he's on the air 
as emcee, disc jockey or sports- 
caster, his word is gospel. 

of 

Of all Maury's shows. "Matinee in 
FBirniingham" (Mon. through Sat., 
4:00 to 5:15 p.m.) is most popular. 
Maury spins favorite records — 
picked in his own daily poll— gives 
scores and interviews guests. 

Alabama 

Alabaniadiound advertisers will 
love Maury, too... as literally hun- 
dreds of sponsors, present and past, 
already do. He's the ri^ht person- 
ality with the rig^ht show to spin 
sales records for you. 

radio 

Radio Sales will be happy to tell 
you all about "Matinee in Birming- 
ham" and the participations — in- 
cluding choice one-minute spots — 
now open. yXnd so will w^. Call your 
Radio Sales representative, or . . . 

'Puise: Scfil.dcl. I9:,t) 

WAPI 

"The Voice of Alabama" 
CBS in Birmingham 
Represented by Radio Sales 
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1940 with announcements on NBC. A 
year later it shifted to ABC and spon- 
sored Famous Jury Trials over the full 
network. In 1946. it moved to Mutual 
and picked up True Detective Myster- 
ies. Within the last few months, Wil- 
liamson has been experimenting with 
TV announcements. 

Display pieces promoting True De- 
tective Mysteries are used on store 
counters, in display windows, and on 
trucks and cars. One of the interesting 
features of the pi ogram and its pro- 
motion is the offer of a $1,000 reward 
each week for information leading to 
the capture of a fugitive criminal 
named on that week's broadcast. So 
far, five have been captured as a direct 
result of the show. 

Other companies ha\e used contests 
and offers successfully. The Walter H. 
Johnson Candy Company of Chicago, 
for one. makers of the Power House 
Candy Bar, has had good results. 

The company sponsors Captain Vi- 
deo on Tuesday and Thursday nights. 
7:00 to 7:30, at a cost of about $4,.500 
a week. When it began sponsorship 
last January it used but five stations 
Monday nights only, now covers 20 
cities on the DuMont network. 

Earlier last year the company, 
through its advertising agency, Frank- 
Ini Bruck in New York, ran a kids' 
premium offer on Captain Video. The 
first offer was made once only. More 
than 50.000 replies were received. 
While this was a free offer of a ring, 
it did Cclll for three wrappers. A sec- 
ond offer called for 10c and two wrap- 
pers, and responses to this also climbed 
above the 50,000 mark. 

In addition to Captain Video, John- 
son sponsors three shows a week on 
WXYZ-TV, Detroit, and one a week on 
KLAC-TV, Los Angeles (through its 
subsidiary. Bishop Candy Company). 

The Los Angeles show. Hail the 
Champ, increased sales of Power House 
in the area more than 500%, accord- 
ing to the company. A contest on the 
first show palled some 700 wrappers; 
on a later show responses reached 15,- 
082 in one week. A Hail the Champ 
Club built up a membership of more 
than 60.000 children. The show% a 
GAM Productions package, cost the 
company about $450 per show, not 
including station time. 

The Cadbury-Pry Candy Company 
picked up DuMont's Small Fry Club in 
September. It sponsors the show on 
Wednesday nights from 6:00 to 6:30 
at a cost of about $2,000 a week, airs 



it over four stations. In addition, the 
company has a one-minute commercial 
on the Monday, Tuesday, Thursday, 
and Friday shows at about S300 each 
and participations on WGN-TV. Chi- 
cago, and WABD, New York. 

Earlier last year, M & M Candy, Inc. 
began sponsorship of the final half 
hour of ABC's Super Circus, which 
now has a line-up of 33 stations for 
the 4:30 to 5:00 segment. Sponsorship 
is limited to alternate Sunday after- 
noons, and costs the company about 
$18,000 per broadcast. 

Other TV network sponsors and 
tlioir shows include: Mason, Au & 
Magenheimer Confectionery Company, 
Chester The Pup on ARC-TV: Quaker 
City Confectioner) Company, Lucky 
Pup on CBS-TV; Wilbur-Suchard 
ChcKoIate Company, Homemakers Ex- 
change on CBS-TV ; and Nestle Choco- 
late Company (formerly Lamont, Cor- 
liss & Company). Mr. I. Magination 
on CBS-TV. 

In the past, candy advertisers have 
used the market-by-market approach 
to broadcast advertising, basing their 
effort on the amount of candy con- 
sumed in various sections of the coun- 
try. Today, many of the larger manu- 
facturers think nationally, attempt to 
spread to as man\ varied and di\'ersi- 
fied markets as their budgets permit. 

Highest candy consumption per 
capita is in Utah, due in large part to 
the non-smoking Mormon population. 
But the population of the state is so 
small that the high consumption is not 
a major factor in the candy business. 

Large users of spot television in- 
clude: Paul F. Buich Company, 12 sta- 
tions; E. J. Brach and Sons, 13 sta- 
tions; Brock Candy Company, 13 sta- 
tions; D. L. Clark Company, 41 
stations; and Hollywood Candy Com- 
pany, 24 stations. 

Actually, the Brock Company has 
been more active in spot radio than 
spot TV, currentl) uses an average of 
a minute announcement a day over 
167 stations. The company ties in its 
air work with a coinic book promotion, 
has offered free comic books with 
Brock Bar wrappers. "The trade 
seemed to like the campaign a great 
deal," says W. W. Neal of Liller, Neal 
& Battle, in Atlanta, advertising agency 
for the Brock Conipany. ''Requests for 
books have run to several thousand a 
week during the whole life of the cam- 
paign, and currcnth the demand is 
holding on about the same level as 
when the campaign started several 
months ago." 

SPONSOR 



Blocks present plans conlcniplate 
continuation of a program of approxi- 
mately the same size aiul on as many, 
or slightly more, stations during the 
first two quarters of 1951. 

The Beich Company also buys time 
on spot radio < oncentrated in the 
Southern states, has had amiounce- 
mcnts in eight markets .since last Sep- 
tember. Tentative 1951 plans call for 
the use of monung radio ainiouiice- 
incnt campaigns oidy. in about 20 
markets. 

Whether on a network or spot basis, 
candy manufacturers' advertising is 
turning more and more toward the air 
media. Chief reason stems from keen 
competition among producers, the need 
for the kind of advertising that inex- 
pensively promotes brand identifica- 
tion. 

Competition is keener than ever 
since production costs have increased 
and consumptdoJi has fallen off. In 
1948, several retailers raised the price 
of the bar to 6c and consumption 
dropped. In 1944, the per capita con- 
sumption averaged 20.5 pounds; it was 
only 17.3 during 1949. Consumer re- 
sistance in 1948 forced back the manu- 
facturer's price from about 80c a box 
(24 bars) to 72c. Now the price again 
is up to the 80-cent level, with the 
wholesaler demanding 95c from the re- 
tailer. 

Industry leaders predict a standard 
10-cent bar in the near future. Vend- 
ing machines and theatre concessions 
already have exerted pressure in this 
direction, and vending machines alone 
account for 2.5% of all bar sales. 

Radio has been giving the candy 
maker a good run for his money. A 



Ingher retail price and a higher mar- 




gin augurs increased use of the broad- 
cast media. * * ★ 



MR. SPONSOR ASKS 

(Continued from page 43) 

The future devel- 
opment of televi- 
sion news like the 
future develop- 
ment of television 
itself depends on 
imponderables 
just now. The na- 
tional emergency 
may cause a cur- 
tailment of ex- 
pansion in the 
industry which may hold back the 
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growth of TV news coverage to some 
degree. Even so, we anticipate im- 
provement of techniques and a greater 
use of the medium during 1951 in the 
presentation of news, documentaries 
and ideas. Current ratings of the ma- 
jor news shows indicate stepped up 
audience interest in TV news. Those 
ratings should go even higher as the 
world moves into the critical spring- 
time. 

During 1951 we expect that film cov- 
erage of events will improve in quan- 
tity and quality. On the quantity side 
we anticipate using more film stories 
of spot news than heretofore, cutting 
the length of each one in order to 
cover more ground. It is probable 
also that, barring restrictions on cable 
expansion, we will switch to other 
cities more frequently for film projec- 
tion close to the scene of events taking 
place. 

There probably will be greater use 
of on-the-spot pick up reports during 
this year; Washington personalities 
will be asked to give the TV news 
audience direct reports on mobilization 
and how it is to affect the li\ e? of all 
of us. 

At CBS we plan to utilize more ef- 
ftxti\ely reports from our correspon- 
flents o\ erseas. One ])rogran) which 
will be aired on Saturday evenings will 
devote a whole section to cabled cap- 
sule accounts of spot news in Euro- 
|jean capitals, Asia and elsewhere. 
The visual technique is not quite com- 
|>le!e. but it will combine on-camcra 
commentator with films, still picture 
and animation. 

It is also likely that the year will 
bring more programs such as Colum- 
bia's Challenge oj the Fifties which 
was a roundup of CBS correspondents 
from all over the world, giving their 
first-hand reports on conditions in the 
countries they cover and featuring in- 
terviews with leading statesmen in 
most of the free world. 

1951 will probably see a continuing 
decrease in the meaningless and flip- 
|)ant kind of feature story on televi- 
sion. This is not to say that the good 
human interest feature will be crowded 
out of the picture. But it is to say that 
1( ss news time will be devoted to fash- 
ion shows and beauty contests, more 
news time will be utilized in exjiand- 
iug the volume of news reported. 

W'e will be able to put more ncus 
into pictures this year than last, wliich 



is the general idea of TV news. Bui 
we feel that television's audience must 
be served a news bill of fare equal to 
radio's audience. And that idea will 
not be sacrificed for the sake of pic- 
ture. The motto will be: "News in 
Picture if Possible, But Give 'Em the 
News— All of It." 

Douglas Edwards 
CBS Neivs Reporter 
New York 



RADIO'S RETURN 

(Continued from page 35) 

think it intelligent to drop the medium 
in a flurry of emotion. " 

Bristol-Myers Company (Break The 
Bank and Mr. District Attorney on 
NBC radio, as well as Break The Bank 
ou NBC-TV and Lucky I'up on CBS- 
TV) will boost its radio and TV ex- 
penditures 2G7( in 1951. "We believe 
you nmst use radio and TV as supple- 
mentary media if \ou expect to do a 
decent national aflvertising job," said 
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Joseph M. Allen. B-M vice president. 

He added significantly: *"Kven if I 
Americans bought another 7.000.000 
TV sets in 1951. the video market 
would still be ^mall compared to radio. 
Also, we believe it'd be poor business 
practice to buy into TV at the expense 
of radio." 

Brown & Williamson Tobacco Coni- 
pimy will spend at least an estimated 
$3,000,000 in radio in 1951. with :i 
large slice going to People Are Funny 



un 



6^ C.^V. 

NBC and radio announcements. "So 



far, because of constantly increasing 
sales, we've been able to get into sjjoi 
television on Kool, Raleigh and Vice- 
roy — not only without curtailing our 
radio budget, but. in fact, with a slight 
expansion of our radio budget at the 
same time."' said J. W. Burgard, ad- 
vertising manager. 

To which B & W account executive. 
Courtland Dixon, of Ted Bates & Com- 
pany, appends: "We believe in spot 
radio to the nth degree. We're not 
Insterical. In case of a continuous TV 
freeze, we'd use radio even more." 

Don Paul Nathanson. advertising di- 
rector for the Toni Company, credited 
radio with a major role in building the 
sales success of Toni's permanent wave 
products. The firm decidedly does not 
believe in evacuating radio. In 1951, I 
about half of the company's more than 
$6,000,000 budget will be dedicated to 
radio, and about 10/( to TV. 

A spokesman for the Victor van dcr 
Linde Company agency declared em- 
phatically: "All our TV programing is 
built on new money. None is at the 
expense of radio budgets. Every single I 
one of our accounts believes radio is i 
ver)' much alive." As proof, it was 
pointed out that two accounts — Dolcin. 
the pain-reliever, and Nattlage Foods 
— will be using both radio and TV in 
1951, and not by cutting into radio 
time. ' 

One surprisingly big deviant from 
the trend is B. T, Babbitt Company. 
Last month it scrapjjed its two day- 
time radio soap operas — oldtimer 
David Harum on NBC and Nona From 
Noivhere on CBS. This represented a 
whopping total network loss of $2,000,- 
000. But while the cancellations do 
mean that Babbitt is biting into its 
radio budget to enter TV. the transi- 
tion is not an entire loss to AM. 

SPONSOR learned that Babbitt merely 
intends adopting "different techni(jues 
and different vehicles.'* Thus, the com- 
pany hopes to fight back against Ajax 
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Shell Oil placed "Shell's Dinner 
Edition of the News" on KJR — 
their only radio in Western 
Washington. 
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"i.ii^.ity proud CO have Gold Medal 
Flower," says Rev. Dwiglit "Gate- 
mouth" Moore, minister, disc joc- 
key, showman and 'character' fea- 
tured 2 hours daily and 3 hours on 
WDIA. In starting a ' 4-hour strip 
on the station admittedly control- 
ling 42'7r of Memphis (the other 5 
stations cover the white field), 
GOLD MEDAL joins a marvelous 
collection of America's finest adver- 
tisers like these: 

*l AIJ *Red Cross Spaghetti 

*I'oIger's CofTce *Arrid 
*KooIs *Super Suds 

*Scaltcst *Dentyne 
HOOPER SUKVHYS PROVE WDIA 
HAS UP TO 7';.6o; OF MEMPHIS 
NEGRO AUDIENCE. YOU CANNC^T 
DO THE JOB IN MEMPHIS WITH- 
OUT WDIA. 



"WDIA. .NfiMiipliis. 'rcniii's.stT. 
War , llanilil W iilkci-, Cmn'I. 
I*e;usfk[l Cfi.. ]tep." 



Brrt i'l-ruusfin. 
.MkM . .John K 
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Cleanser, which began threatening 
Bab-0 for dominance in the cleanser 
field back in 1947. As an experiment, 
Bab-0 will now. reportedly, squire Ruth 
And Eileen, (a half-hour Saturday day- 
time drama on ABC-TV, based on the 
Ruth McKenney stories). It will also, 
however, pick up the tab for five-to-six- 
times-a-day radio news reports on Mu- 
tual, in an attenipt to capitalize on the 
growing interest in Korean war news. 

sponsor's survey discovered that a 
number of new sponsors have ventured 
into the TV fold, not out of hysteria, 
but only when the particular merchan- 
dising needs of their products seemed 
to derive most dollars-and-cents value 
fiom the visual impact of TV. Or as 
Miss Lillian Selb. radio and TV time- 
buyer for Foole. Cone & Belding. puts 
it: 

".\one of our sponsors have gone 
bog-wild over TV. They just don't 
want to overlook any good bets. For 
examjile, our Rheingold Beer account 
found that, in the summer, five-minute 
1 announcements would naturally be 
suggestive f()r persons parched with 
thirst in the sun. So we entered TV. 
At the same time, you can be sure 
Uhcingold didn't take money away 
f/om its valuable radio announce- 
ments." 

And the president of a large agency 
commented: "Our sponsors no longer 
aie panicky about getting out of radio 
— just as there's no panic to get into 
rV. Yet our clients are keeping a 
sharp eye out for the shrewdest ex- 
ploitation of their individual products. 
Some have found that certain demons- 
tiable jiroducts — like a washing ma- 
chine — do have better visual impact on 
1 \ . So they've spent extra money on 
\ \ . Those thai sell a packaged item — 
i ke soap — where the \'isual effect is 
riot imjiortant. have found TV less ef- 
fective. So they've stuck to their guns 
with radio. 

In its sur\ey. SPONSOR found that 
ilie number of advertisers who discov- 
ejed TV too rich for their blood are 
legion. Here are a handful who ve 
learned from ])ast lessons: 

The Whitehall Pharmacal Company 
in 1948 and 1949 t-ntered TV experi- 
incntallv, though not by nibbling into 
ils radio budget. It bankrolled Small 
Fry on the DuMont network and Mary 
Kay and johnny on i\BC-T\'^. But at 
the end of a year's time, both shows 
were suddenly dropjicd. 

Exjtlains Douglas Ballin. Wliitehall's 
radio director: "One big headache was 
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budget trouble. On radio, we'd been 
used to knowing in advance down to 
the last dollar what our budget would 
be. But on a show like Mary Kay, you 
just couldn't set up a budget. New 
props, new sets, new talent, would un- 
expectedly crop up, and knock our 
budget half-cocked- 

"The other drawback embraced sim- 
ple arithmetic. We found that our 
pioduct Anacin — which is a low-cost 
item retailing at 19 cents to 98 cents — 
would have to sell a lot more in ratio 
to keep up with the high TV program 
costs. It didn't, so the TV show was 
dropped."' 

Ballin adds, "We still believe radio 
to be the most effective vehicle for 
reaching the type of people who buy 
our products." Clear proof of this is 
the fact that Whitehall sponsors a 
jampacked stable of radio shows: Our 
Gal Sunday, Romance of Helen Trent, 
and Mr. Keen on CBS; Just Plain Dill 
and Front Page Farrell on NBC; the 
Tuesday-Thursday segments of the 
Harry Babbitt Show on CBS Pacific 
Coast network; a portion of NBC's 
The Big Show; as well as announce- 
ment schedules on over 200 stations. 

Then there was a sponsor who here- 
tofore had refused to sink cash into 
an unknown radio show that bucked a 
popular one at the same time. But 
when TV arrived, he made precisely 
the error he d tried to a\ oid on radio, 
lie hastily reached for his billfold to 
buy what he considered a good time 
franchise opposite a lavishly produced 
TV musical revue. Naturally, he suf- 
fered the consequences. Now thor- 
oughly jaundiced, the fellow is using 
magazine ad\'ertising. 

More and more advertisers are re- 
turning to radio because of zooming 
video costs, according to the survey. 
Max Tendrich, media director for 
Weiss & Geller. tells of one sj)onsor 
who cancelled his three 15-minute 
weekly radio jjrograms to put all his 
ad\eriising eggs into a half-hour TV 
program. To his dismay, the ad\ er- 
tiser found that time and talent on the 
video show cost GO'/c more than the 
three radio programs. The sponsor 
dropped video, and is considering a 
return to radio. 

George Wasey of Erwin, Wasey & 
Company, tells a similar story of the 
iSarbasol account. The shaving cream 
agreed to sponsor a 15-niinute digest 
of the week's news, News in Review. 
on CBS-TV, immediately following the 
Toast of the Town program. 



The news review ran for 52 weeks. 
But as Wasej' says: "The sales results 
were not dramatic enough. For a 
j)ackage(l product that sold for less 
than $1, the advertising expense was 
way out of line." Barbasol turned to 
bankrolling Ray burn and Finch, a 1.5- 
minule clisk-jocke\ radio show on 
WNKW in New York for six months in 
19.50, and currcnll) has other ad\'er- 
tising plans in mind. 

Another viewjioint stressed b) ^(>v- 
eral ad\erlisers is that TV and maga- 
zine ach ertising tend to reach the same 
urban areas, \^hile radio penetrates 



markets not reached by either. There- 
fore, suj)]5lemenlary ad\ ertising seems 
(•ailed for. Norman W. Gleim, acting 
sales ])roinolion chief for NBC, a 
strong ad\ ocale of the joint use of ra- 
dio and TY advertising, had this ])er- 
lii'enl corimienl: 

"A question that must be asked of 
an\ ad\'erliser who is thinking of us- 
ing television as a basic m(>diuni is: 
'What lia])])ens to your achertising 
canqiaign in the South. Southwest, the 
Pacific \orlhwi"sl, and e\ en im]3ortanl 
parts of the Middle West?" 

"If an acherliser is selling jjooils 
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tliere today, can he afford to ignore 
these markets? Can he afford to lop 
off completely Denver, Colo.: Portland, 
Ore.: \^'ichita. Kans. ? While it's true 
that these markets are not the New 
\ orks and Chicagos, it must be remem- 
Itcred that non-television America, in 
tne aggregate, i-^ seven times as big as 
\ew York Cit\ in retail sales. ' 

Other advertisers are concerned be- 
cause T\ (with its frozen 107 stations) 
still leaves 40'^^ of the population liv- 
ing in areas where they can t reach a 
TV signal, even if they wanted to. In 
tliis connection, a Cities Service Com- 



|iany executive pointed out: 

"Cities Service has been in radio 
for 25 years. It's always had happy re- 
sults witli radio s full market coverage. 
But when we experimcntetl with The 
Hand of America on NRC-TV for a 13- 
\seck simulcast, it became clear that 
TV's coverage needed reenforcement. 
iUind you. we may go back into TV. 
But we'd like to see a wider market 
first." 

It Would I)e a fallacy, of course, to 
think that TY\ bottled-up market has 
scared off ad\crtising initiative. A 
case in point is International Siher 



Compaii), a longtime bankroUer of ra- 
dio's Ozzie and Harriet. 

Early in 1950, International decided 
io sponsor the balf-hour Silver Theatre 
or, CBS-TV, m.c.'d by Conrad Nagel. 
The move seemed to be a sensible one. 
I)ecause video neatly lends itself to 
displaying sihcrware patterns. Soon 
Iwo problems bobbed up to hamstring 
the producer: (a) \ot only were the 
time and talent costs excessive (about 
S17.000 a week for TV as compared 
with the approximate S14.000 a week 
for radio); but (bl, as a spokesman 
for Young & Kubicam says. "The au- 
dience we reached was pretty darn nar- 
row. 

Although International dropped Sil- 
ver Theatre after 26 weeks, the firm 
wants to give TV another whirl. Un- 
daunted by past boobytraps, it will 
soon bankroll Success Story, a 15-min- 
ute daytime interview program with 
Betty Furness on ABC-TV. 

The looming global war has, of 
course, caused almost every advertiser 
to straighten up and think hard about 
his radio/TV advertising outlay. From 
the evidence gathered by SPONSOR, sev- 
eral considerations now influence the 
, admen's thinking apropos the impend- 
ing wartime pinch: 

1. Admen, who remember bleakh 
the newsprint scarcit) during World 

I War II, want to make sure they'll be 
getting good time availabilities in ra- 
dio/TV during the coming years. 

2. Since most big manufacturers 
will have to divert their production 
fiom "butter to guns," they'll be pri- 
marily concerned with institutional ad- 
vertising. And both radio and TV. 
with their combined audiences, seem 
most propitious for that purpose. 

(A striking example is Speidel 
Watch Bands, which in 1949 evacuated 
radio completely to spend over $1,000,- 
000 on TV for What's My Name. 
NBC-TV, because its products' pat- 
terns are more demonstrable on video, 
But with the government's impounding 
of copper, aluminum and other strate- 
gic materials last month. Speidel is 
having a change of heart. Says ac- 
count executive G. William Anderson. 
Jr., of Sullivan, Stauffer, Colwell & 
Bayles: "If the war pressure keeps on, 
Speidel may have to get out of TV on 
a network basis and convert to a com- 
bination of AM and TV.") 

3. The anticipated 30'f reduction 
on the niaimfacture of TV sets in 1951 
(as electronic instruments and other 
valuable parts become scarce) plus the 
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continuing freeze on the granting of 
licenses for new TV stations, have 
combined to make radio an increasing- 
K' attractive medium. 

4. The prospect that their wartime 
advertising will not be taxable has al- 
leady tended to encourage sponsors to 
hypo both their radio and TV timebuy- 
ing. 

In summary, as a result of its sur- 
vey, SPONSOR was able to determine 
two major points: radio has definitely 
ttaged a revival of interest in the eyes 
of national admen; and the future 
holds open increased business for both 
radio and TV. Certainly televisitm will 
continue to flourish in 1951, on the 
basis of the firm foundation it built in 

1950. At the same time, radio, too, 
will grow in the new year, on the basis 
of its vast audience amassed over a 
quarter-century of experience. In the 
face of the darkening war situation, 
any advertiser who blindly charges in- 
to one medium at the expense of an- 
other, will be merely cutting off his 
nose to spite his face. Used together, 
both media will provide admen with 
the widest possible advertising voice in 

1951, *** 



TINTAIR 

{Continued from page 31) 

ecutive vice president and director of 
sales for Toni. 

After calling in Cecil & Presbrey last 
February to conduct consnmer re- 
search, one thing became apparent to 
these three business musketeers: they 
had a tough job on their hands. Not 
only did they have to set up a new 
consumer's habit, as Toni had done; 
they also had to overcome the social 
stigma attached to hair dyeing in the 
home. 

However, they were not discouraged, 
because they were aware of the tre- 
mendous market ready to be tapped. 
( According to Byoir. at least 40'? of 
the nation's women and 107^ of its 
men are interested in ''keeping the col- 
or of their hair young.") 

What was the strategy employed to 
break down the home hair coloring 
taboos and stimulate market interest'.'' 
Ed Cauley, Tintair account executive 
at Cecil & i'resbre). lists the chief fac- 
tors this way : 

1. Use the fashion authority pitch 
— convincing beauty editors and com- 
mentators on the magazines, newspa- 
pers, radio and TV that Tintair is gen- 
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Growth of retail sales 
% ia the U.S. At was in 

EL PASO 



audience in this vital mar- 
keting area is delivered by 
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Same old story 
in Rochester . , . 

WHEC WAY 
OUT AHEAD! 

Consistent Hooper Leader since 
1943. Leads morning, afternoon 
and night! , ^ . . 

WHEC 



ROCHCSTEIt, N.Y.| 
9,000 WATTS 



EVEItTT.McKINMCT, Int, N*w T«k Chlcag* 
LEFr. O-cbhHEU CD.,L*t Ang*!*!, FnneliCB 




uiiip news; tlieii let these authorities 
tell their audience about it. 

2. I '&e the cok'lirit) eiulorseineiit ap- 
|)roach advertise tlie fart tliat peojjle 
like June Havoc. Gloria Haven, and 
Princess Obolenslcy are charmed vvitii 
Tintair. 

3. Advertise heavily in 1 \' because 
of its \ isual impact. 

4. Advertise wisely in radio liecause 
of its wide coverage. 

.1. Ad\'ertise in fashion magazines 
like Mademoiselle. I'ogue, and Har- 
per s Bazaar, to take advantage of the 
lolor display of the hair tint in their 
pages, and also to establish a kind of 
snob appeal. 

The campaign teed oil in September. 
19.50. with Tintair determined to ex- 
periment for a month in order to gauge 
the various media. One-niinute an- 
nouncements were used for a period 
of four weeks over \\T)AF. Kansas 
City and for three months over KQ)V. 
Pittsburgh. 

At the same time, newspaper ads 
(full page I broke in Kansas City, Wil- 
mington. Del,. Trenton, N. J., Allen- 
town, Pa., and Reading. Pa, 

One promotion device that worked 
wonders was that of staging demon- 
strations, with models, for tbe press in 
local cities. Alter one such demonstra- 
tion in Los Angeles, a beauty conimen- 
tator exj)resseil her admiration for 
Tintair over TV station KNHH. With- 
in 24 hours, more than 4.000 telephone 
calls poured into that NBC station, ac- 
cording to Byoir. with the result that 
a special telephone line was set up to 
switch the calls to the Broadway Store 
in L.A, 

Although smart public relations won 
the product articles and layouts in 
Life. Coronet, American Weekly, and 
Glamour, it was advertising in radio/ 
TV that has brought Tintair its most 
direct results, with "TV being the 
standout,'" according to Mitchell Fin- 
lay. Tintair s advertising director. 

On 18 October, Tintair's Somerset 
Maugham Theatre (Wednesday, 9- 
9:.30 p.m.) bowed in over CBS on 4f) 
TV stations. Show, which costs about 
S2.S,000 weekly for time and talent, has 
a 21.6 \ielsen rating. It features a 
weekly Maugham short story on film, 
with the 7()-year-old. self-st\led "old 
party" of Knglisli literature, appearing 
himself on fdm to introduce and end 
each dramatization. 

Start of the j)rogram was timed nice- 
h to benefit from the HoUvwood re- 



lease of AlaughamV Quartet and 7/70 
movies. At a giant press conference 
Byoir staged for Maugham in Manhat- 
tan, the dean of belles-lettres spoke 
highlv of Tintair and i \ . "I have nev- 
er been a writer who just wants to 
reach the intelligentsia."' be said dr) - 
ly. "\ow I am able to reach the peo- 
ple who have ceased to read." 

The program s commercial is deliv- 
ere<l by Maggi McNellis. billed as "one 
ol America's 10-best -dressed women. " 
\'^icwers get an eyeful of three models 
in various stages of Tintairing their 
hair, while three other lovelies pose 
behind frame covers of Mademoiselle, 
rogue. Harper's Bazaar. 

Typical McNellis pitch explains that 
all three of these fashion mags advise, 
"Color your hair!" She goes on from 
there: "Remember, only Tintair has 
Vegetable Catalyst 1) . . . the wonderful 
coloring action that automatically turns 
off the coloring action after 1.5 min- 
utes. . . ." 

Cecil & Presbrey's Cauley says: "The 
reaction to our first Maugham show 
was an overnight madhouse. We d ex- 
pected a stampede to the drugstore 
counters, but not the rush we got. Al- 
most all retail outlets were sold out 
within two days and crying to us for 
more merchandise. The farl caught on 
among young anrl old women — all 
wanting to tint their hair." 

Women stormed the Sun Ray Drug 
Stores in Philadelphia and the Katz 
Drug Stores in Kansas City, accord- 
ing to Cauley, asking for "some of that 
hair tint that Maggi McNellis was talk- 
ing about"; (jr, "I'd like the tint with 
the Vegetable Catalyst 1) in it I saiv 
on tbe Maugham show yesterday.'" 

Amusingly enough, when Straus 
himself visited Gind)els in Manhattan 
to see how the jiroduct was selling, he 
was drafted into demonstrating Tintair 
behind one of the department store's 
counters. He escaped three hours lat- 
er — when the stock was sold out. 

Tintair has been having happy re- 
sults also with its 15-minute portion of 
the Meet Frank Sinatra radio show 
Sundays over 104 stations of CBS. 
This disk jockey-celebrity interview 
program losts Tintair a gross $7.50(> 
a week and has had a Nielsen rating 
of about 3.6 since its debut 29 October, 
riie connnercial is <'lii(>fiy notable for 
the way in which it glamourizes TinL- 
air s 12 different shades I Mona Lisa 
Brown. Colden Topaze. Canary Dia- 
mond, etc.) and its lilting jingle: 
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Yes — color your hair and do it 
today 

The wonderful, fabulous Tintair 



war 



I 



No need to watch the clock, you 
' see, 

Tintcdr ha^ Vegetable Catalyst D! 

Partially as a result of Tintair's ra- 
dio advertising, Cauley says, teen-age 
girls, smitten by the Sinatra charm, 
have turned to tinting their liair en 
masse in colleges and high schools. 

Much of the success of the Tintair 
campaign can be credited to close-knit 
cooperation between the sponsor and 
the agency. Initially, strategy meetings 
were held twice weekly. Usually pres- 
ent were Straus; Helen Golby. direc- 
lor of advertising creations for By- 
mart; James Cecil, president of Cecil 
& Presbrey; Joe Lanineck, the agency 
TV commercial producer ; David Lyon, 
supervisor of the Tintair account for 
the agency; Graeme Marleod, agency 
account executive who specializes in 
copy and singing commercials; and Ed 
Cauley, general agency account exec- 
utive. 

The 55-year-old Cecil & Presbrey 
agency (which had about $15,000,000 
worth of billings for 30 accounts in 
1950) is a firm believer in spearhead- 
ing a campaign with both radio and 
TV. Predicts account supervisor David 
L\on: "The way sales are boiling up, 
it could well be that Tintair will be 
seeking additional radio/TV time later 
on in 1951. We're lucky in having an 
aggressive sponsor like Mr. Strau-. 

\ who knows you have to keep on push- 
ing advertising, tlie more you sell." 

What effect has Tintair's spiralling 
success had on the rest of the cosmetic 

[ industry? Tintair officials say one re- 
sult is that it has boosted the sale of 
allied products. The home hair color- 
ing sells at S2 (plus 20^^f Federal taxi 
and generally women also buy the 29- 
cent brush that goes with it. Too, the 

! consumers have been buying makeup 
capes, wear rubber gloves (to protect 
the hands), shampoos, combs, towels, 
and mirrors. 

Certainly, another result is that Tint- 
air's campaign has touched off a spurt 
of advertising among its hair coloring 
competitors. Lawrence M. Gelb, presi- 
ident of Clairol, Inc. (which sells most- 
ly to salons, but also has a 79-cent In- 
stant Clairol, which has been marketed 
through drug stores for 10 years), 
says: "Our advertising budget will be 
upped 100% in the new year." He 



plans to enter rail if)/ TN' on a co-opera- 
tive spot basis, besides increasing 
printed media appropriations, and 
staging hair styling contests tlirougli- 
out the nation. 

A spokesman for the Ronx Distrib- 
uting Co.. Inc. (whose hair <"oloring 
preparation costs from $3.50 to S5, but 
is sold largely in beauty shops I said 
the product will boost its nagazine 
and newspaper advertising in 1951. 
"We're sconting around for a possible 
radio or TV show, too," the spokes- 
man added. The Tintz Co. of Chicago 
Sales AfFdiates, Inc., of New York 
(which handles Inecto Color Cocktail 
Shampoo) ; and Duart Manufa<:turiiig 
Co. of San Francisco ( Kolor-treet I are 
both stepping up printed media adver- 
tising. 

But what of the beauty salons? How 
do they feel about Tintair's infiltration 
into their preserve? Oddly enough, 
some of them seem quite delighted, 
rather than anguished. Feelings are 
summarized in the comment of D'Ami- 
co, a Fifth Avenue. New York, beau- 
tician and member of the National 
Hairdressers and Cosmetologists Asso- 
ciation. He told sponsor: 

"We're actually doing 100' < more 
business since Tintair entered the field. 
One reason is it's caused people to be- 
come more hair-conscious. Secondh. 
people who've used home hair coloring 
and bungled the job, have come to us 
to get their hair one color, instead of 
all the spectrums of the rainbow. It 
takes a beautician one year's training 
before he can tint hair properly. How 
can amateurs be expected to do it in 
25 minutes?" 

However, Marion Sheehan, editor of 
American Hairdresser Magazine, be- 
lieves this attitude is sheer wishful 
thinking. "Tintair is a worthy prod- I 
uct," she told SPONSOK, "and as of now. 
it's a definite 'Toni' threat to the trade. 
However, I think the home hair color- 
ing craze will eventually peter oil. 
Women like being pampered in a beau- 
ty salon. The fuss and bother of wav- 
ing and coloring their hair in the home 
may eventually prove too much for 
them." 

If the Tintair campaign has proved 
anything, SPONSOR found, it is that 
there seems to be a bottomless gold 
lode in cosmetics waiting to be mined. 
Now, if another entrepreneur discovers 
a way of preparing an inexpensive lip- 
stick or powder in the home, he, too, 
may have a Toni by the tail. ★ * * 



At Precision today 

we're processing 
the finest 

SCIENTIFIC FILMS 

for nationwide 
showings 




For your 16 mm. scientific 
film requirements 
use Precision . . . 

• Over a decade of 16 mm. in- 
dustrial film printing in black 
and white and color. 

• Fine grain developing of all 
negatives and prints. 

• Scientific control in sound 
track processing. 

• 100% optically printed tracks. 

• Expert timing for exposure 
correction in black & white or 
color. 

• Step printing for highest pic- 
ture quality. 

• Special production effects. 

• Exclusively designed Maurer 
equipment. 

• Personal service. 



, no wonder more and more 
of the best 16 mm. films today 
are processed at . . . 
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Jacksonville, Fla's 

TREMENDOUS 

Negro-Hillbilly 

market 
buy the station 
they ALL listen to 

t I WOBS 

' ' .askForjoe 




ABC 



H LOUISA 

^1080 

Kilocycles. 



1000 



WK^IO 

Louisville, Ky. 

JOE EATON, MGR. 
Repreienfed Nafionally by 
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MUSIC LIBRARIES 

(Continued from page 331 

gotten theinsclve? firinl) anchored. 
Duplicate libraries for FM stations be- 
canie unnecessar) when separate pro- 
graming was dropped. 

Coupled with this is the flood of free 
phonograph records ( not radio tran- 
scriptions) which engulf radio stations. 
Record companies mail out thousands 
of current pop tunes to disk jockejs 
and music directors. Faced with the 
<'hoice of $100 a month rental fees and 
tree records, many stations are taking 
the cheapest way out. 

True, libraries provide a broad 
range of music unavailable free from 
re<'ord companies.. They build pro- 
grams, cue records, write continuity, 
and put out a high-fidelit) recording 
arranged especially for radio. But a 
personable disk jockey can piece to- 
gether something acceptable right out 
of the mailbox. As for fidelity, Capi- 
tol Records ( in competition with its 
own Capitol Transcriptions) about 
three years ago inaugurated a "Disk 
Jockey Sj)ecial."' Other record compa- 
nies soon followed. This was an extra 
edition made spe<-ificall\ for d.j. s on 
durable viiiylite plastic (same material 
used for transcriptions). As a result, 
the music library business has been 
dropping of late. 

To counteract this downward trend, 
the companies each did some hard 
thinking. RCA Thesaurus began its 
"new era" (November 1949) with new 
emphasis on selling. Associated hired 
high-powered salesman "Mitch" Mitch- 
ell away from NBC; Lang- Worth de- 
veloped its own eight-inch transcrip- 
tion disk to replace the traditional 16- 
inch model. All of them, including 
World, Capitol, .Standard, MacGregor, 
and Sesac stepped up production of 
scripted shows. This was just one 
|)hase of the new nmsic library ap- 
proach. From now on emphasis will 
be heav) on helping the subscriber sta- 
tion sell programs to a sponsor. 

There have also been some scattered 
attempts to work the other side of the 
street. Library services have ap- 
proached national advertisers directly 
and suggested large-scale sponsorship 
of their scripted shows. C. 0. Langlois, 
Sr., of Lang-Worth, for example, has 
hundreds of feet of taped vocalizing 
by Allan Jones. Hy holding off release 
oi the Jones material Langlois hopes 
to interest some large advertiser in ex- 
clusive sponsorship of the "package 
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in man\ markets. Once released, of 
course, an\ subscriber could sell the 
program. 

Associated's Maurice Mitchell has 
similar ideas. He'd like to see large f 
national advertisers do with librar) 
programs what they 've done with tran- 
scribed open-enders. Another Mitch- 
ell idea to increase national business 
for all music library subscribers: open 
an audition office in New York where 
advertising agency and sponsor big- 
wigs could listen to what's available on 
library disks. They could pick out a 
likely program from one of the many 
complete libraries available, then note 
down the stations who subscribe. This 
would hypo rentals for the entire in- 
dustry. 

Mitchell sets out very soon for the 
first of mam regional sales meetings 
with Associated subscribers. In a re- 
cent letter to them, which incidentally 
stressed his radio background, he ex- 
plained the sales meetings: "Sure, 
"we'll take a few minutes to talk about 
the APS library — because broadcast- 
ers want to talk about and learn more 
about the library as a sales and pro- 
gram tool. But the bulk of each session 
w^ill be designed to bring you up-to- 
date on what's new. different and suc- 
cessful in sales and programing . . . hi 
terms of w hat is actually being done in 
the field.'" 

Associated competitors, too, are 
straying from traditional music library 
functions. Every major company has 
recently added recordings to its basic 
selec;tions which hear little resemblance 
to dance music or any other typical 
library material. These are the so- 
called "production aids." World 
Broadcasting, for example, has cut fea- 
ture program "signatures" (introduc- 
tions to their scripted shows), weather 
jingles, Christmas jingles, time signal 
jingles, and commercial jingles. World 
sales manager, Robert Friedheim re- 
ports widespread sales of all these 
short, announcement-type, transcrip- 
tions to local jewelers, car-dealers, 
clothing stores, appliance dealers — 
every kind of dealer. Commercial jin- 
gles are espe^'ially aimed at these busi- 
nesses: furniture, loan service, used 
cars, bread, men's clothing, jewelry, 
women's clothing, furs, and fur stor- 
age. The announcement-length tran- 
scriptions have undoubtedly spurred 
advertising by local sponsors with 
small bankrolls, to the delight of sub- 
scribers. 

Most of the other libraries offer sini- 
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ilar produi-tioji aith. In addition some, 
like RCA. Laiii;-\Vortli, Standard, 
World, and A-Jociated record "voice 
tracks" — spoken lead-ins by stars. 
World's Forward America, for exam- 
ple, has introductions and readings re- 
corded right along with the music in 
the same group of rec'ords. Voice 
tracks are also used extensively for 
■'cross-plugs," where a star in one se- 
ries boosts another series in the same 
library. Again, there may be short 
dialogues between the star of a show 
and one of his soloists. There has also 
been an attempt of a few companies to 
Tiimulate interviews between the local 
unnouncer and a performer. Announc- 
er reads from a script while the per- 
former's voice is on disk. 

It's a fairly safe bet that when one 
library service tries out a new gim- 
mick, and it makes a hit with subscrib- 
ers, the others will quickly adopt it 
too. Just one instance of this is the 
now common practice of inserting 
short segments of interlude music be- 
tween two selections played in a dif- 
ferent key. To avoid jarring the lis- 
teners' ears, the interlude starts in the 
key of one selection, ends up in the 
key of the following piece. Capitol 
Transcriptions is credited with pioneer- 
ing this gimmick, soon found itself imi- 
tated. The new emphasis on selling 
programs to sponsors has also been 
generally accepted, as well as the vast 
increase in production aids and script- 
ed program series. 

This means that any station with one 
of the six major, balanced libraries can 
be expected to have approximately the 
same musical and non-musical mate- 
rial on hand. These six companies 

(Lang- Worth, RCA Thesaurus, World, 
Standard, Associated, and Capitol) all 
include between four and five thou- 
sand selections in their basic library, 
send between 40 and 70 new selections 
out each month. Although there is no 
standard method for counting up the 
number of subscribers (some services 
" ount three for a group of affiliated 

VM, FM, TV stations, some count only 
()ne) each library services between 400 
jind 600 stations in this country and 
abroad. 

Except for Capitol, rentals for the 
big six range between $120 and $300 
per month, usually for the duration of 
41 three-year contract. Rate depends on 
the station's market, rate card, and 
whether the library is exclusive in that 
market. Capitol recently offered sta- 
tions a novel proposition : Go through 
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BORDEN STARLAC 

EXCLUSIVE! 



To introduce a fine new product, 
Borden chose KJR and the Ann 
Sterling program for their only 
radio in Western Washington. 



REPRESENTED NATIONALLY BY AVERY-KNODEL, INC 
N«w York • Chicago • lot AngaUi • San Francitco • Allonia 
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^ Total No. French 

& bilingual radio homes in Que 

'^515,000 

Total CKAC coverage. 

1 398,780 

3 to 5 time weekly CKAC listeners. 

I 295,540 

6 & 7 time weekly CKAC listeners. 
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Typical music lihvnvy programs (Continued from page 33) 



•ROGKAM 



TYPE 



LE\<,TI1* 



CVPITOL 
K. < i>KOS 



>nii-.ft A Vine 
I loi l \ u nod, Cal . 



A.NDY I'ARKER < and the 

PI ainaiiK^ii ) 
KING COLE AM> HIS IKIO 
M V\ KHOM DIXIE 



LANGW ORTH 
FEATURE 
PROGRAMS, INC. 

I 1.1 West S7th St. 
Nrw York, N. Y. 



<:avaecai>e oe music 

i illE COTF GLEE CLUB 

ITIROUGII rilE LISTEMNG 

<;lass 
meet the hand 

riders oi the purtle sage 

the (.oncert hour 



C. P. MacGREGOR 

729 Western Ave. 
I. OS Anpeles, <!al. 



Western i>erenade 

Popul ar roniho 
Dixieland jaz? 

(Pee W ee Hnnt ) 

Pop concert, top 

vocal stai's 
AlKniale voieu old 

and i<ew tunes | 
Musieal standards 

.N'aiiio dance hands, 
(di«.k joekey 
&hou ) 

W'es-tern and folk 
niusir 

Concert selections, 
classical, gyni- 
phonie 



IS tain. 



15 iiiin. 
T^ inin. 



30 mill. 

1 ni i n . 

•10 niin. 

30 mill. 

-1 5 111 i n . 

30 niin. 



SAY IT W ITH MUSIC 

mil 5IIO\\CASE OE MT'SIC 

MELODIES THAT E.NDURE 

AMERICANA 

VARIETIES Ii\ MUSIC 
HOLIDAY SCRIPTS 



Pop and standard 15 niin. 
Pfipuljr. ineludin^ 30 min. 
\ ocaU 

.Standards* semi- HO min. 

elassirals 

V^'estern-type- lial- ,30 min, 

lad-7, instriini*tul 

hits I 
Mu^ie from world's 15 min. 

niusie capitals 
Special ^eripts N'aried 

willi lnn^ic for 

Xmas, Ea*-! er, ^ 

other hn'idavs 



TIMES 
PER WEEK* 



TYPICAL SPONSORS 



(.Sponsor li->t not availalile) 



B. E. Goodrieh Stores, KRGV, W eslaco, Tex. 
Calvey >Iotor Co., \^'.SCR, Seraiiton 
INnple's Stale Hank, WIITC, Holland, Mich. 
Stegniaier Brew ing, W K <>K, Sunbury , Pa. 
Admiral Television, W \'N J, Newark 
Longview Transit Co., KFRO, Longview, Tex. 
Kelvin ator Dealers, N VA, Norton, Va. 
Rohert Hall Clothes, WMPS, Memphis 

Noil Moior-*. Ltd., CKRM, Regina, Saskalehe- 
wan 

Sears Koeburk. "WOKZ, Altwn, III. 

South Carolina Power Co., ^11 AN. Cliai les- 
ton, S. C, 

Ileintztnan Piano Co., CJOC, Lethhrldge, Al- 
berta 



or :i 
or 2 
or 2 



(Candy niaiinfaeturers, dairy produet eom- 
panies. department, drn^ end furniture 
stores, furriers, specialty shops are promi' 
nent among sponsors. No individual spon- 
sor ndmes available,) 



nCA KECOKUED 


MU.SH BY ROTH 


Pop eolieert (Al- 


30 


min. 


3 


rirst Natl Bank of Munkato, KYSM, Man- 


PnoGKAM SERVICES 




len Roth oreh. 








kato, Miiiii, 


(Tliesaiirus Shows) 




& elioru-) 




1 
1 




V^'ehb Corp. (hrcwers), WOIII, E. Liverpool. 
Oliio 


120 East 23rd St. 


ERAN W ARREN SIN<;S 


Pop, vocal, variety 


1 5 


1 

min. 




lliarp's lee Cream, WISL, Shaniokin, Pa, 
Bell Liimher Co., KY'U.M, Y'uma, Ariz. 


N.-w York, N. Y. 












THE TEX BENEKE SHOW 


MiisI** in Glenn 
Miller mood 


15 


min. 


5 


Rosini.ki Eurnitiire Co., \H BEiN, Buffalo, N,Y , 
Gla*Ei>w Tailors, K<iBX, Springfield, IMo, 




THE MUSIC OE MANHVTTAN 


Old X new B'way 


15 


niin. 


,^ 


.Miehipan Mutual Inn, Cu., W'A%'E, Louisville 




(Johnny Desmond, featured 


hits 








Badger Lnn'ber Co.. \ST*AR. Parker*bnrp„ 




artists) 










^ . Va. 




MUSIC HALL VARIETIES 


Variety, van lev i tie 
nostalgia 


30 


min. 


1 


Retail Mercliant- As-n., \< CI' \, Clearfield, Pa, 
Darling Auto Co., WLHZ, Bangor, >Ie. 




THE SINGING AMERiCAN.S 


l^Iale ehoriiv. 


15 


min. 


:i 


Participating spots. WBET, Brockton, ,Mas«. 




(Dr. Eraiik Hlaek) 


standards, pop 








MiTntee Carpet & Rug, \^'I*".MJ, Youiigstown 


SE.SAC, INC. 


MISTER MUGGINS RABBIT 


Musical narrative 


30 


min. 


1 


(Sponsor li'.t n.^t available) 






f<ir ehildren 








17.-? Flflh Air. 


STARLIGHT .SONATA 


L.tte>at-iiiglit 


15 


mill. 


1 




\<-w York, \. \. 




dreamy iiinsie 










LIITLE WHITE CHAPEL 


Reli<:ioiis 


15 


min. 


1 






I-IESTA TI>1E 


Stianish niusie 


1 5 


min. 


\ 






MUSIC W E RE>IEMBER 


Conrert 


30 


min. 


1 






DEEDS OF GLORY 


Narrated stories of 
Anieriean heroes 


15 


min. 


1 




STANDARD RAI>I<> 


HOLLYWOOD CALLING 


Pop concert with 


30 


niin. 


] 


Snutliern I'beatrrs, KONO, San Antonio 


1 RANSCItll'TION 




interviews 








Kepler Photo Co,, W'Cf)li, Lev^iston, >Ie. 


SERVICES, INC. 


MEET THE BAND 


Pop dance orelies- 
Ira 


15 


min. 


f, 


Barker's Dept. Store. \< GTM, Wilson, N. C. 
Sbiiller's Eiirnitore, WSBT. South Bend, Ind, 


b(>:i Eiftli Ave, 
New Y'ork, N, V, 


Ml SIC IN THE MODERN MOOD 


Pop eoneerl 


30 


min. 


1 


Tidewater lelephone Co.. WNN'T, Warsaw, 
Va. 

Hampton Looms. \^'BLT, Bedford, Va. 










1 






MlfSICAL ROUNDIIP 


Western variety 


15 


mill. 


,^ 


Bell Enrnltnre, K<;,V, Spokane, Vi'ash. 
Victory >lotors. VSTIYIN, Ilolyoke, Mass. 




PEllSONALITY TIME 


Popular vocal 


15 


min. 


iy 


D.mville Appliance Co., W DV \, Danville, Va. 
Peters P.irking, Vk'>ICK, McKcesport, Pa. 




SPORTS PARADE 


Sports istory, iiiU'>ic 


15 


111 in . 


.3 


Breweries, auto dealers 



W ORLD 

BROADCASTING 
SYSTEM 

laa Madison Ave. 
New York, N. Y, 



FOIIWARD, AMERICA 
DD K IIAYMES 

RUSS MORGAN 

IIO>!EVAKKR HARMONIES 

st:;\M!soa T .iamboree 

lYN Ml'RRA\ SHOW 
SONGS OE OUR i lMKS 



I atriotie, intisic 

and reading 
l*opular vocal 



opni»r miisie 



IIoMs**hold hints 
and pop music 

l*i\ ei-tioat iiiiisie 



Stniiflards in iiiii<>ie 



M iivieal rev iew, 
other eras 



30 min. 



I mill . or 
30 mill. 



15 min. 



."O mill. 

^O mill. 
30 min. 



Citizen's State Bank, K( OH, Houston 
S, II. I leironimus, W DHJ, Roanoke 
Bendix TV, W BUD, MorH^villr, Pa. 
Borden Lilv Ice Oeam, WEAG, LaGrange, 
Ga. 

Pizilz Dept. Store, WJRD, Tuscaloosa, Ala, 
Coleiiiaii*s Draperies, K VOX, iMnrrehead, 
M inn. 

Parker's Read v-t o- Wear, WAUD, Aiiliiirii, 
Ala. 

IIennesse>'s i>ept. Store, KOPR, Hiittc, Mont, 
Phillips *'<>6" Oil Cn„ KEIO, Pocatollo, 
Idaho 

Kaiscr-I'Vazer Dealer, Ki'BB, Gre.Tt EalU 
Iliek's Oriental Rurs, Ltd., * JAD, Montreal 
Madsrn Motor Sales, KSVC, Riehfield, Utah 
S, S. Allan Dept, Store, WBUD, IV|orri»vilIe, 
Pa. 

Wills Mnsie Stere. KSLM, S.Tlein, Ore. 



liirie may v .Try frmii statioTi t«» --tati^iri as lilii-;<ry shows aro flexible as to biiptli ;uid l>ronde:t'>t s<*liediile 
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our catalog of some 5,000 selections 
and check off tlie half which suit your 
program needs. We'll charge you $75 
a month for the first year, regardless 
of the station's power or market. Tin" 
second year will cost $.50 per month, 
if you don't cancel after the first year. 
During third and succeeding years the 
rental is paid on a nionth-to-nionth ha- 
sis. Full library and •script service are, 
of ccjurse, still available. 

Despite the over-all similarity of th^ 
big six, they and the smaller "su[)[)le- 
mentary" services (MacGregor, Cole, 
and Sesac) each have particular 
strengths and weaknesses. Lang-W'ortli, 
for example, is the only service put out 
on eight inch transcriptions, instead of 
the traditional 16-inch size. This savt?s 
weight, makes a smaller library pack- 
age physically, and is cheaper to pro- 
duce. 

Associated has its sales expert, 
"Mitch" Mitchell. Besides telling sta- 
tions how to sell library programs, 
"Mitch" will tell them how to sell 
time generally. And his experienced 
salesmen will walk into local retailers 
and sell Associated shows directly to 
an advertiser. They've already done 
it. Knowing "Mitch's" reputation, 
some broadcasters expect new custom- 
ers for Associated solely on the strength 
of his projwted sales conferences. 

World is especially strong on com- 
mercial iin^jles, special open-end holi- 
day programs and production aids. 
This probably stems from its affiliation 
with transcription-making Frederic W. 
Ziv Company. One of the oldest firms 
in the business, if not the oldest, World 
conies as close to putting a complete 
show on transcription as it can without 
violating traditional library procedure. 

RCA Thesaurus, since its renovation 
several years ago under the "new era," 
has switched completely to aggressive 
selling for the station. Handsome bro- 
chures and audition disks to impress 
the local advertiser are standard, as 
with most other companies. A full kit 
of prodnction aids is included in the 
basic selections and monthly release 
bulletins are in the form of a large 
calendar to help stations program in 
advance. RCA maintains its reputation 
for a strong classical and semi-classi- 
cal section in addition to the usual 
types of music. 

Standard and Capitol have full com- 
plements of the various kinds of music, 
except that Capitol leans heavily to- 
ward popular tunes. Capitol Transcrip- 
tions, newest comer to the library field 



Open i^onr to liontentahers 
of Central Netr Yorii .... 




Kay Russell 



Guiding genius of Ladies' r)a\-, 
former Lever Bros, fashion 
Consultant, Mrs. Russell is a 
successful housewife, the 
mother of four children. She is 
a member of the Jordan Com- 
munity Council, League of 
Women \V)ters and is active in 
Girl Scout and Boy Scout work. 



\\ SYR-T\"s brantl new women s 
serv ice sliow features honienuiking, 
fasliions, cooking, beauty, child care 
— a complete VARI KTV of women- 
interests. A wonderful setting for 
effective demonstration of your 
product by Mrs. Russell. 

Monday through Friday, 2:45 P.M. 
Participating 

Write, wire or phone for availabilities 




ACl/S£, 

Channel 5 




1 



WSYR.AM-FM.TV — the Only COMPLETE 
Broadcast Institution in Central New York 



NBC Affiliate • Headley-Reed, National Representatives 



It'® 
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Teleways'^ 

for 



SUCCESSFUL 
Transcribed 
ShowiS 

Transcribed and ready to broadcast: 

RIDERS OF THE PURPLE SAGE 
156 15-minut€ top wcs:crn musical pro- 
grams 

DANGER, DOCTOR DANFIELD 
26 half-hour exciting mysteries 

JOHN CHARLES THOMAS 
156 15 minute shows with the King's Men 
singing hymns of all faiths 
STRANGE WILLS 
26 half-hour shows dramatizing exciting 
and interesting stories behind wills 
MOON DREAMS 
158 15 minute romantic musical programs 

BARNYARD JAMBOREE 
52 half hours of good hill-billy music 

STRANGE ADVENTURE 
260 5 minute stories of interesting adven- 
ture 

OK 

Ciisloiii-ICiiilt 
TraiiscTibiMl Sliow.s 

For Free Auditions and Prices Write 

RADIO 
PRODUCTIONS, 
INC. 

8949 SUNSET BOULEVARD 
HOLLYWOOD 46, CALIF. 
Phones: 

CRestview 67238 • BRadshaw 21447 



BMI 

SIMPLE ARITHMETIC 

IN 

MUSiC LICENSING 

BMI LICENSEES 

Networks ^5 

AM 2.183 

FM 370 

TV 100 

Short-Wave 4 

Canada 150 

TOTAL BMI _ 
LICENSEES. .2832* 

You are assured of 
complete coverage 
when you program 
BMI-licensed music 

^Ai of January 8, 1951 



TELEWAYS 
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ask 

John Bum & Co. 

about the 

IlAVEi\s & Mm 

STATIONS 
RICHMOND 

W M 0 G-AM 
WCOD-™ 

First Stations* in Virginia 




COMPLETE 
COVERAGE 

Of Houston's entire mar- 
ket area from KATL's full- 
time 5 Kw. operation. 
And, too, the experienced 
"Know How" from 33 
hard working "Cattle" 
broadcasters. 




HOUSTON, TEXAS 



(just after World War III. Hoes not 
stock the same records in their librar) 
as the parent Capitol Records. Artists 
do. however, often record different ar- 
rangements and tunes for both. Being 
a comparative new-comer, Capitol has 
found it desirable to stimulate rentals 
by adding new wrinkles to the library 
business (like the jjresent attractive 
deal for just part of their library). 

Sesac leans heavily toward religious 
and band nuisic. It carries many pub- 
lic domain tunes and those which it 
licenses for music publishers, carries 
no popular nmsic. Sesac, for whom the 
library service is a secondary opera- 
tion, does its main business as a licens- 
ing agent for music publishers. Com- 
pany collects fees from stations and 
others who play nmsic it handles. Spe- 
cializing as it does in "nmsic of last- 
ing interest'' Sesac appeals strongly to 
religious and educational institutions 
too. Especially since its rates are the 
lowest in the field — from $40 to $57.50 
per month. This rental fee includes use 
of several scripted shows, few high- 
pressure production aids, and no voice- 
tracks. Most stations consider Sesac a 
"supplementary"— excellent if a full 
range of music isn't necessary or to 
augment a larger library. 

The M. M. Cole library, which sells 
heavily in the midwest, carries Sesac, 
BMl, and public domain selections, but 
no ASCAP tunes. There is no jiopular 
music included in subscriber's tran- 
scriptions and very little semi-classical. 
Its main emphasis rests on western, 
folk, religious, and novelt) tunes — nm- 
sic popular in the area where Cole is 
strongest. 

MacGregor is also considered a "sup- 
plementary'' library because of its 
weak representation in se\eral depart- 
ments, though it claims to be first firm 
in business (192o). It does, however, 
service programs with regular script 
deliveries. MacGregor headquarters 
are in Holi)Wood, where they also tran- 
scribe man) of their open-end dramati- 
and mystery programs. The strong 
trend toward selling programs for sul)- 
seribers isn't as apparent with this 
company as it is with the big six. Its 
prices are lower, howe\er. and this li- 
brary ma) be owned after three )ears 
rental. In this outright sale feature the 
library is unique. 

With so man) companies, large and 
small, delivering sales pitches for their 
service the water is rather murk) in the 
librar) service business. This nmrki- 
ness is further deepened by some cur- 



ALABAMA'S 

BEST 

BUY 



WABB on your order list repre 
sents Alabama's Biggest Bonus 
On WABB you are assured of con 
sistent, planned promotion . . 
immediate and continued accept 
ance of sponsor identification! 

CHECK THESE FIGURES 
FOR A RECENT MONTH 



Newspaper 

identified in 



• 32,858 Lines of 
Advertising 
(Sponsors were 
about lialfj 

• 8,9 75 Lines of Newspaper Edi- 
torial Mention 

(The equal of about 4 full pages) 

• Regular Air Promotional An- 
nouncements 

(Supplementing network build- 
ups) 

• PLUS —Point of Sale Posters 

• PLUS 

• Pl^JJS — Personal contact on 

the local level 
Add WABB to your "MUST" Ust 
now! Joiu the sponsors who are 
now receiving' each month their 
WABB program promotion kits 
through their friendly Branham 
man. 

AMBRICAN BROADCASTING CO. 

Owned and Oper- 
atftd by the M»blle 

Press Register 
Nationally Repre. 
sented by The 
Branham Company 



-Dealer letters galore 



WABB 

ni 50.000 vim^ 



PIKESCRIBEII FOR 




MVSTEIIIKS 

Five minute open end TV film 
series just completed in Holly- 
wood, now available on a 3 or 
5 weekly basis to regional and 
national advertisers only. For 
complete information, audition 
print and low per market rate, 
WRirf OR PHONE NOW 

Cliarl4'.«4 ^lieholson. Inc. 

Pioneer Progrom Producers Since 1934 

23 West 47th St., N. Y. 1 9 • PI 7-0695 
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rent problems. One is the problem of 
war production's effect on materials. 
Can the companies continue to get all 
the virgin vinylite they need? Maurice 
Mitchell, for one, thinks not and is say- 
ing so. He, and others in the field, ex- 
pect vinylite and the precious metals 
used to make master records will be- 
come scarcer. That means fewer sub- 
scribers, possibly fewer new selections 
added each month. 

The other problem is still the free 
record proposition. Unless these same 
material shortages clamp a lid on rec- 
ord company giveaways (another Cap- 
itol innovation), library services will 
liave some hard work ahead. When 
service companies can ensure stations 
repayment of their rental fee by selling 
or helping to sell their programs to 
sponsors the problem (for libraries) 
will be licked. Progress in that direc- 
tion so far is excellent. Eyes are still 
on Associated to see what new gim- 
micks Mitch will come up with. 

There are other problems too. Seri- 
ous ones that may well determine 
whether music libraries as they are 
now known will continue. But indus- 
try leaders are wide awake, willing to 
(hange their style if it will help. There 
are lots of innovations taking place 
among library services, many of them 
aimed at luring national and regional 
advertisers into the fold. It will pay 
them to keep an eye on what happens. 

With this article on music libraries 
and related services, SPONSOR concludes 
its four-part series entitled "Spot pro- 
graming status report.'' The first arti- 
cle in the series appeared in the 20 No- 
vember, 1950 SPONSOR and concerned 



IN DANVILLE, VA. 
BUY THE 

OLD ESTABLISHED 



ESTABLISHED 1930 



HIGHLY RATED 

46.0 HOOPED 

AVG. 9 PERIODS, WIN. 1B90 

ABC STATION 



WBTM 

I HOLLINGBERY 



I network co-op shows; second appeared 
4 December and covered transcribed 
shows; third ran 18 December, was a 
roundup oj local live programing. 

Together, these four articles consti- 
tute a valuable summary of spot radio 



programing. Back copies are available 
for readers who may w(int to file all 
four articles together. {Address the 
Circulation Department, sponsor Pub- 
lications, Inc., 5,10 Matlison Avenue, 
\ew York 22. 1 
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Here are informational tools that S 
Requests for material must be made 

A134 ^'Advertising Problems Dur- 
ing Shorlages," Schuyler Hopper Co., 
New York — is devoted to ad problems 
that confronted management in the 
economy of 1941-1945. Advertising's role 
in a seller's market is stressed. 

A135 "Tp/«'-Cmishs," Woodbury 
College, Los Angeles— indicates cartoon 
advertising is preferred by TV viewers 
on West Coast. From 42% to 44% of 
3,000 set owners checked made pur- 
chases as direct result of TV commer- 
cials. From 26% to 36% believed 
color was one to two years off. 

A 136 "ir/ia/ Every Advertiser 
Should Know When He Buys Radio 
Time in the Triple Cities Trading 
Area Which Includes Binghamton, 
Johnson City, and Endicott," WNBF, 
Binghamton, N. Y. — presents audience 
data on retail markets and coverage of 
WNBF, WKOP, WINR, and WENE. 

A137 "TAe Big Plus In Little 

Rock," KARK, Little Rock— is a re- 
port on coverage, audience ratings of 
this station, average county penetra- 
tion, cost per thousand families and 
impact on principal shopping radius. 

Al 38 "KTTK Channel 11," KTTV, 
Los Angeles — pictorial record of first 
year's operation of this Los Angeles 
Times-CBS station. 

AT 39 "A ISeic Approach to the 
Buying of Radio Time," WOV, New 
York — is a description of the station's 
three evening programs sold to par- 
ticipants at a single rate. 



PONSOR feels can be of usd to you. 
ivithin 30 days. 

A140 ''Radio ISeiis Is Bigger Than 
You Think." Free and Peters, Inc., 
New York— is a 20 -page booklet report- 
ing the residts of a surv(?y among al- 
most 3,000 radio families. One of the 
highlight findings in the survey is that 
"local"' program ratings, obtained by 
research conducted only inside the sta- 
tion city, fail to measure the full size of 
the radio news program audiences. 

AMI "Silver Anniversary," WR\ A, 

Richmond points out the progre>~ 
made by the station over a 25-year peri- 
od. The booklet includes information 
on the stall, promotion, programing and 
special events. 

A142 ''Loiirenco Marques Means 
Business," Lourenco Marques Radio, 
Johann<>sburg reports present and 
probable future cost-per-thousand lis- 
teners to Lourenco Marques. The book- 
let points out that a very large Union- 
wide audience can be had at low cost. 

A143 "WMAR-TV." WMART\. 
Baltimore — is a discriptive and pictorial 
record on the station's third anniver- 
sary. The brochure contains informa- 
tion on remote operations, station per- 
sonalities, and public service awards. 

A144 "Eat at Joe's," Westinghousc 
Radio Stations, Inc., Washington, D. C. 
— gives facts, figures, and success sto- 
ries on advertisers who have used radio 
stations KDKA, KYW, WBZ, WBZA, 
KEX, WO WO, and ViTZ-T\^ 

A145 "Sales Don't Stop at the City 
Limits . . . and I\either Does WWL," 

WWL, New Orleans — is an eight-page, 
two-color booklet emphasizing ho^ 
much territory outside New Orleans is 
covered by 50,000-watt, clear-channel 
WWL. 



SPONSOR 

510 Madison Avenue, New York 22, N. Y. 

To obtain any of the tools listed, place check 
to right. 

NAME 



COMPANY 



ADDRESS 



□ 


A134 


□ 


A140 


□ 


A135 


□ 


A141 


□ 


A136 


□ 


A142 


□ 


A137 


□ 


A143 


□ 


A138 


□ 


A144 


□ 


A139 


□ 


A145 



CITY 8c STATE 
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$PoksoR 

SPEAKS 




510 MADISON 

{Continued from })uge 10) 

daytime rate at 6:00 p. in., ua;? neces- 
sarily re]3re«entalive of the \'alue de- 
livered by the station. In some cases, 
the station s nighttime rate should be 
lower than their daytime rate due to 
the audience fleli\'ered at the various 
times. Our continuing charts of the 
various rating ser\ ices make us feel 
more and more that tuning habits are 
governed by programs rather than by 
stations. Therefore, it is highly possi- 
ble that moving fifteen minutes either 
way, from a high rated program, would 
not necessarily (leli\er a good buy. Of 
course, as you point out. most of the 
rating services which we have are a 
"crystal ball" from the standpoint of 
the actual measurement. However, we 
do not feel that the addition of another 
rating service would be of any great 
help. Isn't it possible that within the 
framework of one of the existing serv- 
ices an answer can be found to both 
(juantitati\ e and qualitative measure- 
ment of audience? 

There seems to be little doubt that 
we greatly need a measurement of uho 
is listening rather than how many. For 
example, suppose 1 placed in front of 
you three bottles — a magnum, a fifth, 
and a pint. On these bottles are no la- 
bels. Your natural reaction would be 
to ])ick up the biggest bottle if they 
were all about the same color. That 
big bottle might be filled with ])oiso,i, 
for all you know. If ]iroper labels were 
a])]ili(Hl, the fine Scotch label a]i]ilied 
on the ])int bottle and a skull and cross 
bones on the big bottle, you would cer- 
tainly choose the smaller bottle. In the 
same way, a highly rated ]3rogram con- 
taining few of an advertiser's most 
likely |)ros])ects can be more wasteful 
of his ad\ertising dollar than a lower 



rated program of concentrated audi- 
ence of prospects. At least, that is our 
tlieor\ and it has proved successful for 
advertisers who have gone along with 
us on it. 

Another theory which we have been 
working on is the effective use of sec- 
ondary stations to develop impact for 
a given sum of monev. through a larg- 
er number of spots than could be 
bought on a high rate station. This is 
merely the theory of saturating a small- 
er audience and making a sale rather 
than making a weak pass at big au- 
dience. The two or three times that 
we've used this technique, the results 
have been quite amazing. 

There's little doubt that networks 
need to do a selling job for radio and 
that the radio stations themselves must 
join in with it. Many of us who saw 
the BAB film. "Lightning That Talks." 
were quite disappointed. There were 
so many positive things to say about 
radio that the negative and highly com- 
petitive approach to other media 
seemed to us to be unnecessary and in- 
efTecti\'e. 

Of course, the stations have a big 
point on their side in that their na- 
tional spot business, which brings them 
an even greater revenue than network 
business, had an all time high even in 
television markets. 

I hope that you will pardon this rath- 
er rambling letter, but your editorial 
is definitely thought-provoking. 1 hojie 
that it will create some "action." pref- 
erably on a shirt sleeves selling basis, 
rather than strictly at "Policy Level." 
Gene M. Lightfoot 
Radio t?- Television Director 
Evans & Associates 
Ft. Worth 



I read your 1 January editorial with 
interest. Most broadcasters will, or 
should agree with its premise. 

The difficulty, as I see it. is to find 
one method of circulation analysis 
which is acceptable to broadcaster, 
agency, and advertiser. Specifi<' pro- 
gram audience analysis can and must 
be supplemental. 

It will be difficult to sell old BMB 
subs<'ribers on another circulation sur- 
\e) . \W were among the first to sub- 
scribe to both BMB surveys. We lis- 
tened with ra])t attention to the ])leas. 
and the threats of agency executives 
for enthusiastic financial backing of 
this nmch needed measurement. y\gen- 
ci("s - timebuyers — had to have a 
standard form of circulation measure- 



ment — they "would be forced to favor 
the stations which subscribed — etc." 

So what happened. The results of 
both surveys were hailed by Agency 
executives as indispensable aids — un- 
til the latest Hooper came out! Apolo- 
getically (in some instances) timebuy- 
ers could only buy time in, or adja- 
cent to, the highest Hooperated period. 
These same timebuyers privately ad- 
mitted the incompleteness of Hooper 
reports — admitted that the small sam- 
ples in many instances "indicated" 
practically nothing. Yet they had to 
have an alibi for their choice. What 
about BMB? "We've looked it over — 
you look swell — but really now, the 
figures are a bit old, arent they?" 
I We have some good Hooper periods 
ourselves.) 

I believe every thoughtful jjerson in 
the station and of the broadcasting 
business knows the need for a sound 
realistic measurement of station audi- 
ence, but most of us do not want to 
throw hard-earned money down any 
more "indispensable drains. 

Jim LeGate 

General Manager 

WIOD 

Miami 



WMT Memo: 

FROM: Bill Quarton. general manager 
to: WMT sales staff 
RE: Radio: Guesswork Medium. 
SPONSOR. 1 January, p. 64 
"A good many of us recognize that 
radio must do a better job of selling 
AND make available more and better 
facts and figures if we are to get the 
most out of radio. That is why 1 have 
been willing to spend so much time on 
the organization of BAB. There isn't 
a great deal the individual station can 
do but there is ONE thing, for sure, 
and that is to pro\ e to our clients and 
prospects that WMT is one hell of a 
good buy! Don't let them forget it. 
You belie\ e it and I belie\'e it. so tell 
them over and o\'er. The Hooper is 
sensational but we also have 27 years 
of experience and case histories. BMB. 
and stacks of additional data." 



Letters appearing on this 
page are in response to last 
issue's editorial entitletl: 
^'Kadio: gnesswork nietli- 
nni." These are Init a few oJ 
the (lozeiis reeeivetl thus far. 
Other letters will appear in 
the next issue. 
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THE KANSAS CITY MARKET 

Does /\/ot m C/rc/es/ 





and Only The KMBC-KFRM Teom 
Covers It Effectively 
and Economlcallyl 




Daytime half-millivoh contours shown in black. 



Conlan's 1950 coincidental survey of 146,000 colls in morning, afternoon and nighttime periodsl 

the Kansas City Primary Trade Territory reveals The Jhe KMBC-KFRM Team provides advertisers with 

KMBC-KFRM Team in the lead by a wide margin over complete, effective and economical coverage of Kansas 

all other broadcasters. City's Primary Trade area-without waste circulation. 

In addition, the September-October Hooper report for For full information on your best buy in the Heart of 

Metropolitan Kansas City shows KMBC in first place in America, call KMBC-KFRM, or any Free & Peters "Colonel.* 




KMBC-KFR 



6TH OLDEST CBS APPILIA] 



PROGRAMMED BY KMBC 



Looks like somebody 



needs a. new 



1951 
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CBS ])rint? [\\\^ calendar for the heiiefil of those ])eojile 
in radio who are obliged to reach baek into 1948 and \919 
to find figures that will supjjort their claims for rircnlalion, 
au(li(Mu;e. billings, cost-pcr-lhoiisand. or whatever. 
Fellows, while )onr backs were turned, it beeanie 1950. And 
after a while, even 1951. And as of 1951, it's like this: 

CHS starts 1951 with the highest average ratings in network 
raflio: 26'^ ( higher than the second-place network.' 

CBS starts 1*)51 with the highest billings in network radio: 
11' (' above 1949, 13% above the second-place network.^ 

Cr>S starts 1951 with the hnvest eost-per-thonsand liotTies 
reached in network radio: 3."^' r lower than the seef)nd 
thriftiest network.^ 

CBS starts 19.51 with the largest circulation in net\vork radio: 
<>9.5,00() more homes than the second-plae(> network.'' 



'.lanuary-Novembci , 1950, NKl. -' Janiiiu \ ■Si-ptcmln r. 
laSO. PIB. ^January-October. 1950, NKl. ^ l-Vl)ruary- 
Maidi '50, NRl (all riglit, tliis is our Ica-t up-to date 
figure, but it's- nearly two years more up lo-dale 
tban tbc latest figure? quoted by sonic l)roadcasters,) 





Ooicamfc^ia. Bro ado asking; Sv3±em 



